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Rough Proofs 


Wasn’t it nice of Santa Claus to 
make a special trip right after 
Christmas and leave $50,000 and 
$100,000 bundles of dough for those 
poor but deserving railroad presi- 
dents? 

vvyY 

Probably as a tribute to the fine 
work of the Council on Foods, the 
A.M.A. has pierced a wall for a new 
window and now displays the title, 
“American Meal Association.” 


S 2. 


At last the liquor advertisers get a 
break. The Council on Foods of the 
revered American Medical Associa- 
tion comes right out in a report on 
diets for the elderly and says, “Tea, 
coffee and alcohol are useful stimu- 
lants.” 


. VV 
Of course the members of the 
Women’s’ Christian Temperance 


Union and the Anti-Saloon League 
will probably want to promote a 
Congressional investigation to find 
out how many members of the 
Council on Foods are elderly gen- 
tlemen. 

vgy+sesg? 

And before the liquor boys get) 
too high over the unexpected sup- 
port they have received from the 
medical experts, note this dirty 
crack in their report: “The abuse of 
alcohol by some people places it in 
the category of refined carbohydrate 
and animal source fat.” 

. F 

One of the nicest features of the 
Christmas season, now that the re- 
turns are all in, was the appoint- 
ment as Western manager of Ship- 
ping Management of William Noelle. 


a 


OVERSEA FORCES FIRST 


IN INDIA 


Nugent Reveals 
Full Details of 
Postwar Plans 


‘Instalment Selling 
Now’ Lacks Official 


Sponsors, However 


By HAL BURNETT 


Washington, D. C., Jan. 7.— 
Economist Rolf Nugent this week 
revealed for the first time full de- 
tails of his widely-discussed plan 
for “Instalment Selling for Postwar 
Delivery” after open opposition by 
Secretary of the Treasury Henry 
Morgenthau had assured it the same 
rocky road to adoption accorded 
Beardsley Ruml’s “Pay as You Go” 
income tax proposal. 

The program developed by the 
consumer credit specialist of the 
Russell Sage Foundation, who serves India newspapers. The Bombay office of 


= * special adviser to Price AB | J. Walter Thompson Co. is conducting 
‘ ministrator Leon Henderson and the the campaign. (Story on Page 4.) 
tic stories citing its use by Canadian and 


| Federal Reserve Board, is one of the 
British forces—provides the theme for 
e 
Surging Postwar 


These men gambled * 
with death and won! 


[Four authenin worse of heronm from the page of the Camadian pres} 


The American flag and slogan, ‘America 
Fights for Freedom,’ appear in a series 
of OW! advertisements now running in 


The role of gum in wartime—and authen- 


The latest variation in the answer 
to the famous question, “‘What’s 
got that I haven’t got?” is that of 
Lou Costello’s script writer: 
ing, but you’ve had yours a lot} 
longer.” 

ee 2 


“Factory Music Proves Valuable | 


as Production 
ADVERTISING AGE. 

It may include the merry clink- 
clink-clink of those heavily loaded | 
overtime pay envelopes. 


Aid,” headlines 


a a 

The Mississippi Valley Trust 
Company has done the oil industry | 
a nice turn by supplying protective | 
envelopes for gasoline ration books, | 
and now the petroleum tycoons will | 


probably reciprocate by urging their | 


customers to keep them in safe de- 
posit boxes. 
+, 

Christmas cards from old friends, 
diaries the Ad Man, are “the next 
best thing to a wee dram together 
on Christmas Day.” 


Except that it takes quite a lot| 


longer to get an edge. 


vfs? 

The old-fashioned man who never 
went out in the rain without wear- 
ing his rubbers now has a son who’s 
willing to buck an 18-inch snow 
without bothering to put on his tire 
chains. 

vyvry 

“Experts endorse it and dogs en- 
joy it,” says the ad for Kellogg’s 
Gro-Pup. Now maybe the dogs will 
be just as kind and courteous and 
endorse a Kellogg product for the 
experts some time. 


- = + 
Well, it was tough going for the 
column, but Rough Proofs has fin- 


ally completed its thirteenth year 
for ADVERTISING AGE. The only 
trouble is, some people have started 
to take it seriously. 

Copy Cus. 


she 


“Noth- | 


ufacturers can look for stiff com- 
petition in the postwar world, but it 
may come chiefly from other 


tects, rather than other 
| makers. 

This was one of the conclusions 
drawn by Mrs. Maxine Livingston, 
home editor of Parents’ Magazine, 
in discussing the results of a recent 


is the agency. But with Mr. Henderson slated 
Washington. Its future progress 
played interest in the proposal. Are Gloomy; Labor, 
Expected to Fall 
would help preserve many of the 
furniture 
during | and other consumer durable goods, 


a new series of advertisements in Cana- i most comprehensive anti - inflation 
Vv 
dian dailies by Wm. Wrigley Jr. Co. | proposals yet presented in Washing- 
for retirement, with the Treasury 
1C. ' |dedicated to revenue proposals or- Demand for All 
Siege Economy \iginated by its own personnel, the 
o 
4 4 will rest entirely in the hands « Furniture Seen 
0 e in ig | business and those members of the 
’ ‘Senate finance and small mee | 
Weiner Declares 
Help for Retailers Material Shortages Up 
| Mr. Nugent’s program has at- 
| tracted widespread interest in mar- 
oO . 
10-15 /o This Year small retailers now hit hardest by 
| the war, in addition to reviving 
Washington, D. C., Jan. 7.—Amer-| sejling copy on automobiles, refrig- 
| ican civilians will not face a 
43. | now almost completely absent from 
This is the considered opinion of | newspapers, magazines and radio 
\Joseph L. Weiner, director of the | tations. 


Ltd. J. Walter Thompson Co., Toronto, | Son. 
plan has no official sponsors in 
: But 1943 Prospects 
|coramittees who have privately dis- 
Consumer Purchases 
|keting circles because its adoption 
rock | erators, pianos, stokers, oil burners 
‘bottom “siege economy” 
| WPB Office of Civilian Supply, who | 


| Its basic objectives are: forecasting survey by Parents’ 
| estimated today that purchases of 1. To divert consumers’ purchas-|among architects and _ designers. 
consumer goods and services dur-| jing power from the market for cur-|Speaking before an opening 
‘ing 1943 by American civilians 


. rent goods, thereby lessening 
_would drop only 10 to 15% below | fjationary pressure on prices. 


1942's record levels. 2. To tap new sources of reve- 
The difference between this cut (Continued on Page 26) 
and the 15 to 20% cut in produc- 
|tion will be met largely out of in- 
ventories, which will be depleted an 
j}estimated 25% 
Purchases of such non-durable 
goods as clothing are expected to 


in-|luncheon session of the mid-winter | 
market at the American Furniture | 
Mart here this week, Mrs. Living- 


(Continued on Page 21) 


Last Minute News Flashes 


Lambert Launches Vigorous Tooth Powder Drive 
drop approximately 15% from last St. Louis, Jan. 8.— Lambert Pharmacal Company, maker of Listerine 
year’s sales, which were approxi- | products, will launch a vigorous advertising campaign next month intro- 
mately 5% ahead of 1941. | ducing a streamlined version of its tooth powder. 
To Decline Further | advertising will be devoted solely to acquainting the public with the 
Consumer durable goods, “new, highly improved formula” used in making the powder, and to 
electrical appliances and furniture 


radios, publicizing the new blue and white cardboard package. Insertions will 
will take the biggest sales cuts dur- ng onan — ry a. and The Saturday Evening Post. Lambert 
ing 1943. WPB has estimated that|~ *S*S'€%, NEW FOFK, Is the agency. 
1942 purchases of durable goods by 
civilians dropped 45% from 1941. 
Purchases in 1943 are expected to| 
drop an additional 35%, bringing 
1943 consumption of durables to 
approximately two-fifths of prewar 
levels. 

The biggest part of the income 

(Continued on Page 22) 


Natural Vitamins Pushed in New Campaign 

New York, Jan. 8.— The playing up of the natural food and vitamin 
content of Golden Center Toasted Wheat Germ, as compared with syn- 
thetic vitamins, will be the theme of a greatly expanded campaign to be 
launched immediately, according to B. Meier & Sons, national sales rep- 
resentative, in 35 newspapers and the same number of radio stations from 
coast to coast. H.C. Morris & Co. is the agency. 


Knox Ide Advanced by American Home Products 

| New York, Jan. 8.—Knox Ide, vice-president, general counsel and sec- 
| retary of American Home Products Corporation, has been elected to the 
new post of executive vice-president. He will be administrative execu- 
19 | tive to the board chairman, and will continue as secretary. 


DIRECTORY OF FEATURES 
Ad-libbing 
Admen in the Armed Forces 
Diary of an Adman 


Editorials 12 | ss . 

Getting Personal 22 Moose Head Urges End of Fraternal Publications 

ee ng for Advertisers 12| Washington, D. C., Jan. 8.—Sen. James J. Davis, honorary general di- 
itueries 


rector of the Loyal Order of Moose, today advocated suspension for the 


Photographic Review - duration of all fraternal publications as a means of conserving paper for 


Postwar Planning 


Dicete ines use in newspapers. Also “non-essential,” according to Sen. Davis, would 
Rough Proofs ; | be similar organs for trade unions, professional, literary, historical and 
Voice of the Advertiser 16 scientific organizations. 


"mr |S 


Publishers Act fo 
Meet WPB Cut in 


Paper Consumption 


Pull in Belts 
After Allocation 
Order Hits Home 


(The WPB, in four sweeping or- 
ders, has limited paper production 
and set consumption levels for its 
use in commercial printing, packag- 
ing and converted paper products. 
Details are on Page 24, along with 
full texts of the magazine and news- 
paper limitation orders issued 
earlier.) 


New York, Jan. 7.—The bomb- 
shell tossed into the laps of maga- 
zines and newspapers by the War 
Production Board last week, cutting 
1943 paper consumption an over-all 
10%, has left in its wake a trail 
of puzzled executives now holding 
daily conferences to determine best 
methods of meeting the limitation 
order. Several publishers are ex- 
pected to journey to Washington 


|shortly where they will launch ap- 
| peals. 


A poll of magazine publishers 
conducted by ADVERTISING AGE re- 
veals that adjustments mustered 
into use will range from cutting 
trim sizes to postponement of on- 
sale dates. Curtis Publishing Com- 
pany has announced all orders for 


|advertising space will be subject to 


space available after editorial mate- 
rial has been prepared. 


Chicago, Jan. 6—Furniture man- | 


sources, notably builders and archi- | 


Marvin Pierce, vice-president of 
|McCall Corporation, has reported 
that Redbook will convert to 43- 
pound paper besides postponing the 
on-sale date to coincide with the 
month of issue. Actually, during 
the first six months only five issues 
will appear, with the March issue on 
sale towards the last of January and 
the three subsequent issues on sale 
at dates progressively closer to the 
date of issue. 


For the time being, | 


Others Give Views 


| “Parents’ will do everything possi- 
|ble to meet the order,” said Fred 
| Stone, circulation manager, “but it 
vis going to be difficult. Naturally, 
|we are seriously considering reduc- 
ing the weight of paper, cutting 
margins and eliminating some edi- 
tions. The order works more of a 
aw on some publishers than 
others. Everybody has to meet the 
| problem in his own way, but we 
have certain obligations to our sub- 
scribers which must be fulfilled.” 
Conde Nast Publications will not 
undergo any great hardship as a 
result of the order, according to 
3enjamin Bogin, plant manager, al- 
|though it may prove necessary to 
reduce basic weight of the paper. 


Particularly hard hit has been 
Fawcett Publications, Inc. After 
tapering off a banner year in 1942 


with circulation soaring, Gordon 
Fawcett, treasurer, declared that it 
will be necessary to cut weight of 
paper and drop several titles, espe- 
cially in the comic boek field. “This 


isn’t easy,” said Mr. Fawcett, “since 
we are not carrying one weak title 
on our list. No matter what hap- 
pens, we intend giving Fawcett 


Women’s Group full rein to main- 
tain the splendid record made last 


year.” The order reached Fawcett 
after March page schedules were 
set for unusually heavy issues. 
Weeklies Hit Hard 
Macfadden Publications, after 
enjoying a healthy increase in cir- 
culation last year, may be faced 


with the necessity of cutting down 
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margins. “This will help meet a 
small part of the cut,” said Meyer 
Dworkin, business manager. Possi- 
bilities of limiting returns and 
printing orders were also mentioned. 

Resting uncomfortably on the 
horns of a dilemma are publications 
in the category of The American 
Weekly, Parade, and This Week 
Magazine, since newspaper publish- 
ers are forced to consider them as 
part of their total allotment. An ap- 
peal is currently being drawn up by 
The American Weekly for presenta- 
tion to WPB, which provides for in- 
dividual allocation. 

Publishers of trade magazines 
were quick to map out a plan of 
action. McGraw-Hill Publishing 
Company has issued a statement to 
advertisers and their agencies which 
declared, “In order to comply with 
this order, but still maintain our 
editorial and circulation § service 
standards, we find that the best way 
to accomplish this reduction is to 
change the over-all size of our pub- 
lications, except Business Week, 
Electrical Merchandising, and Con- 
struction Methods, to 8% inches by 
11% inches, effective with February 
issues.” It has been pointed out 
that reduction in over-all size will 
only affect those advertisers who 
use bleed or insert advertisements. 
New trim for Business Week is 
8%x11%; for Electrical Merchandis- 


ing, 10x13; and for Construction 
Methods, 912x124. The latter’s type 
page is also being reduced to 8x11. 

This publishing company called 
attention to WPB orders stipulating 
an additional 10% cut in the use of 
copper by saying, “We believe that 
our advertisers using bleed adver- 
tisements will welcome the oppor- 
tunity to save metal which the new 
trim size of our publications will 
permit. There will be no change in 
the dimensions of the regular type 
page, nor of the various fractional 
page sizes.” 


Others Give Answers 


John De Mott, treasurer of Sim- 
mons-Boardman Publishing Com- 
pany, has announced plans to cut 
over-runs on the firm’s publications, 
besides reductions in weight of 
paper, page, type and trim sizes. “I 
believe we can save 10% by merely 
cutting down on the weight,” said 
Mr. De Mott. “As a publisher we 
will be working on practically the 
same basis as of 1942.” 

Forty-nine member papers sur- 
veyed by Associated Business Papers 
in a local and long-distance tele- 
phone survey furnished a fleeting 
picture of various steps being taken 
to conform with the WPB order, 
said S. A. Knisely, executive vice- 
president. Major portion of the sav- 
ing will be made by reducing the 


trim size to 8% by 11% inches. Al- 
though this does not disturb the 
present widely-used 7 by 10 inch 
Page size, it maintains a direct bear- 
ing upon bleed pages and inserts. 


Shows Saving Methods 


The survey uncovered several 
additional steps being employed to 
save paper, which include, in some 
cases, a reduction in weight of both 
inside and cover stock. “Most mem- 
bers are studying their free copy 
list with a fine microscope and 
eliminating all but highly essential 
copies,” said Mr. Knisely. “In some 
cases foreign circulation is being 
curtailed. In others, editorial de- 
partments are planning to use fewer 
copper and zinc engravings and will 
reduce their size in those cases 
where it will not reduce editorial 
effectiveness.” 

Newspapers in general are not 
seriously concerned over the en- 
forced cut in newsprint and have 
‘indicated that they will do the best 
possible job under the circum- 
stances. Any rationing of advertis- 
ing is deemed unnecessary, at least 
under the present 10% cut, and the 
majority of papers indicated that 
such a step would not be taken 
now. Space probably will be con- 
served through condensation of 


both news and features, and photo- 


her source of 


food. If you 


un-lelegraph 


REPRESENTED NATIONALLY 


all culinary knowledge—Prudence 
Sun-Telegraph Food Editor. 


took time out to write or call Prudence for advice on 
of the 


potential purchasing power in this city’s history remember 


want your full share 


Last month nearly 600 women 


BY THE RODNEY E. BOONE ORGANIZATION 


a 1 


The lobster just wouldn’t give in, so the frantic lady telephoned 


Penny, 


greatest 


ASS 
a NI 


graphs—except for spot war pic- 
tures—will be fewer. 


LYNCH APPOINTED 


Washington, D. C., Jan. 7.—W. G. 
Chandler, director of the WPB 
printing and publishing division, to- 
day announced appointment of 
Thomas F. Lynch of the Interna- 
tional Brotherhood of Bookbinders 
as assistant to the director. 

Mr. Lynch will advise the print- 
ing and publishing branch on all 
labor matters within its jurisdiction. 
Mr. Lynch, a native of Boston who 
served as international representa- 
tive of the brotherhood at New York 
for a number of years, was ap- 
pointed at the suggestion of Wendell 
Lund, deputy director of the WPB 
and William Green, president of the 
American Federation of Labor. 

Mr. Chandler, in announcing the 
appointment, complimented Mr. 
Lynch for his assistance in working 
out the general limitation orders on 
printing and publishing. 


Margaret Carson Joins 


Grant Advertising 


Margaret Car- 
son has joined 
the copy depart- 
ment of Grant 
Advertising, Chi- 
cago. Miss Car- 
son has been 
head of the radio 
commercial de- 
partment of Lord 
& Thomas for the 
past two years, 
and copywriter 
on the J. A. Fol- 
ger & Co. and In- 
ternational Cellu- 
cotton Products 
Company accounts. 

Miss Carson previously had been 
with Stack-Goble agency for nine 
years, and had been especially iden- 
tified with the promotion of Lady 
Esther cosmetics. 


Nash Institutional Copy 
Given National Play 


Favorable reaction to its adver- 
tisement, captioned “Until I Come 
Back,” which first appeared in the 
New York Herald Tribune’s forum 
issue, prompted Nash-Kelvinator 
Corporation to use the copy na- 
tionally. A total of 95 newspapers 
was used between the _ holidays, 
with insertions of either 1,000 or 
1,750 lines. 

The copy is in the form of a 
soliloquy of an American flier as 
he wings his way over Europe in 
search of a German target. Geyer, 
Cornell & Newell is the agency. 


Reed Resigns from G-E 
to Stay with Harriman 


Having been requested by both 
Ambassador John G. Winant and 
W. Averill Harriman to continue 
his work in London as deputy chief 
of the Harriman Mission, Philip D. 
Reed, chairman of the board of 
General Electric Company, has re- 
signed all of his company posts, and 
will shortly return to England to 
resume duties which he took up in 
July, 1942, having been granted a 
leave of absence to the end of the 
year by his company. 

Owen D. Young has returned to 
active service as acting chairman of 
General Electric Company. 


Margaret Carson 


Birmingham Joins OWI 

Frederic A. Birmingham has been 
granted leave of absence as promo- 
tion manager for Esquire, New 
York, to join the Office of War In- 
formation in Washington, D.C. He 
will be succeeded at Esquire by 
Gilbert E. Mott, formerly his assist- 
ant. 


ne 


Top Personnel of é 
Foote, Cone and 
Belding Revealed 


New York, Jan. 7.—The report in 
ADVERTISING AGE last week naming 
Emerson Foote as president, wiih 
Don Belding chairman of the board 
and Fairfax Cone as chairman of the 
executive committee of Foote, Cone 
& Belding, successor to Lord % 
Thomas, was officially confirmed 
this week in an announcement by 
the agency. Wm. R. Sachse, who 
was secretary and treasurer of Lord 
& Thomas, will retain that post with 
Foote, Cone & Belding. 

Major personnel remains un- 
changed, it was revealed, but opera- 
tion of the agency’s offices will be 
more highly centralized under the 
new setup than was the case under 
the Lord & Thomas regime, when 
each office was virtually a self-con- 
tained unit. Billing and checking, 
as in the past, will be centralized for 
all offices in Chicago, but no office 
has been designated as the agency’s 
“headquarters.” 


Officers Named 


Major personnel of Foote, Cone & 
Belding in New York includes E, D. 
Swann, John J. Tormey and J. A. 
Pegler, vice-presidents, in addition 
to Mr. Foote. Edward Cashman con- 
tinues as radio director; John Hymes 
as radio time buyer; E. Kotite as 
production manager; John De Nero 
as art director; and J. S. Spiegel as 
space buyer. 

In Chicago, where Mr. Cone 
makes his headquarters, are Leo 
Rosenberg, Robert J. Koretz, L. O. 
Brown and Robert F. Walker, vice- 
presidents; H. R. Van Gunten, direc- 
tor of media; Dave Lockwood, art 
director; John J. Lechner, manager 
of the outdoor department; and 
George Heiland, production man- 
ager. 

In Los Angeles, where Mr. Beld- 
ing makes his office, are vice-presi- 
dents Robert Freeman and William 
J. Pringle, with Normal W. Morrell 
as vice-president of the Hollywood 
office. 

In San Francisco, Eugene I. Har- 
rington will serve as executive vice- 
president and Herbert K. Reynolds 
as vice-president. 


Accounts Nailed Down 


All accounts but one of Lord & 
Thomas have definitely placed their 
advertising with Foote, Cone & 
Belding, it was announced. The one 
under discussion has not left the 
agency, but at the time of going to 
press had not yet signified its inten- 
tions. 

In the meantime, Lord & Thomas 
of Canada, Ltd., became Spitzer and 
Mills, taking the names of the joint 
managing directors, J. W. Spitzer 
and G. F. Mills. 


Kimball Elected 

John R. Kimball, Williams, Law- 
rence & Cresmer, San Francisco, has 
been named president of the News- 
paper Representatives Association of 
San Francisco. Keene Fitzpatrick, 
of the company of that name, has 
been reelected vice-president, and 
Louis J. Rubin, Gilman, Nicoll & 
Ruthman, has been elected secre- 
tary-treasurer. 


Carter's Names Bates 


Ted Bates, New York, has been 
appointed to place Canadian adver- 
tising for Carter’s little liver pills 
and Arrid. These Carter products 
are distributed in Canada by McGil- 
livray Bros., Toronto. 
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‘t in 
hing 
“{ An Important Announcement .. . 
the 
one 
1 & 
med 
| by 
who 
4ord . ° . . . 
with To Advertisers in McGraw-Hill Publications 
era. and their Advertising Agencies 
l be 
the 
oa The War Production Board has just issued Order No. L-244 which, effective January 1, 1943, 
oe reduces by 10% the amount of paper that publishers may use this year as compared to 1942. 
if 
ce isi ae ba ce , 
y's In order to comply with this order, but still maintain our editorial and circulation service 
’ standards, we find that the best way to accomplish this reduction is to change the over-all size of 
ne 
ry our publications (except Business Week, Electrical Merchandising, and Construction Methods, 
iti ° ° ° ° ° ° 
cn for which please see below) to 8% inches by 11% inches effective with February issues. 
mes 
e as 
po This reduction in overall size will only affect those advertisers who supply us with bleed or 
fone insert advertisements. The new dimensions for bleed plates, and for inserts, is 8% inches by 11% 
O 
— inches. As heretofore, all live matter must be kept three-eighths of an inch inside these dimensions 
rec- . ° . . 
art to allow for the trim in binding. 
age 
and 
wal Inasmuch as another W.P.B. order just issued calls for an additional cut of 10% in the use of 
eld- . . . . . . 
na copper, we believe that our advertisers using bleed advertisements will welcome the opportunity 
lam 
et to save metal which the new trim size of our publications will permit. 
mor~ ; ; ; 
A There will be no change in the dimensions of the regular type page, nor of the various frac- 
tional page sizes, as shown in our current rate cards, and in Standard Rate & Data (except Con- 
dee struction Methods which is reducing its type page to 8 x 11% and fractional sizes in proportion). 
> & 
one . . . . . . 
be We regret that we have not been able to give longer notice of this change but the limiting order 
ssl was only released by W.P.B. December 31, 1942, and due to the year-end holidays was not received 
mas 
— by us before January 4, 1943. 
itzer Howard Ehrlich 
Executive Vice President 
aw McGraw-Hill Publishing Company 
2WS- 
mn of 
~~ 
as 
ie NEW TRIM SIZES 
cre- 
ND TN ok 6 606.800.4600 0 8060 ewes Trim Size: 8'%4x11¥% inch. Bleed Plates: 8 7/16x11 13/16 inch. 
Electrical Merchandising ............ Trim Size: 10 x13 inch. Bleed Plates: 1014x1334 inch. 
— Construction Methods ............... Trim Size: 9%4x12% inch. Rotogravure, no plates required. 
ver- Bleed Layout: 934x13 inch. 
me All other McGraw-Hill Publications: 
Gil- Trim Size: 8% inches by 11% inches 
Bleed Plates: 8% inches by 11% inches 


McGraw-Hill Publishing Company, Inc. 


330 West 42d Street New York, N. Y. 
American Machinist Electrical Contracting Factory Management & Maintenance 
Aviation Electrical Merchandising Food Industries 
Bus Transportation Electrical West Mill Supplies 
Business Week Electrical World Power 
Chemical & Metallurgical Engineering Electronics Product Engineering 
Coal Age Engineering & Mining Journal Textile World 


Construction Methods Engineering News-Record Wholesaler’s Salesman 
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OWI Will Expand 
List of Papers 
for India Drive 


(Picture on Page 1) 


New York, Jan. 7.—An all-out 
effort to present India with a com- 
prehensive picture of the gangling 
American giant has been instituted 
by the Office of War Information 
in an advertising campaign cur- 
rently sweeping through 42 Indian 
newspapers in nine _ languages: 
Hindi, Urdu, Tamil, Telegu, Ma- 
layalam, Kanarese, Gujerathi, Ben- 
gali, and Mahratti. Plans are un- 
der way calling for a limited 
expansion of papers in the near 
future. 

Insertions run 14 inches on four 
columns, comprising a quarter-page 
in an Indian newspaper, and are 
prepared by OWI subject to ap- 
proval by the Indian government. 
J. Walter Thompson Company, 
Bombay, is handling contracts. The 
initial advertisement appeared Oct. 
16. 

“The present campaign has a dual 
purpose,” said Robert A. Smith of 


the OWI outpost division. 


“First, to | the saints of America are de- 


inform the Indian people of the|termined to keep this liberty in- 


good will the United States holds | 
towards the rest of the world, and 
second, to reveal the magnitude of 


American production through fig- | 


ures and illustrations of our nation’s 
productive capacities.” 


Use Blank Plates 


Because of the highly compli- 
cated characteristics of the lan- 
guages, which fall into the Dravid- 
ian and Indo-European groups, 
blank basic plates are forwarded 
along with master copy to be filled 
in by the newspapers themselves. 
Advertisements are extremely pic- 
torial and employ line drawings. 

Each paper carries one insertion 
a week and by means of a stagger 
system maintains an even distribu- 
tion of fire power. So far, insertions 
already run have been unusually 
well received, according to Mr. 
Smith. 

Copy is essentially simple. One 
advertisement carried drawings of 
Columbus’ ship, Santa Maria, and 
the Statue of Liberty along with the 
dates 1492 and 1942, going on to 
trace Columbus’ discovery of Amer- 
ica four and a half centuries ago. 
“The people of the New World have 
made it the home of human liberty, 
where men may live in peace with- 
out fear. No matter what the cost, 


\tising agency, 


violate and to aid all whose freedom 
is threatened by Axis aggression,” 
the advertisement says. 

Text also declares that the 150- 
year old Constitution of the United 
States contains a charter of freedom 
for all mankind, and that the Presi- 
dent has declared the extension of 
these fundamental liberties the basis 
of the American people’s war aims. 
Indians are informed that United 
States forces are in their country to 
repel and pursue the aggressors 
who would “destroy the freedom of 
humanity throughout the world.” 

Advertisements carry the slogan, 
“America Fights for Freedom,” and 
invariably run pictures of the 
American flag. 


Ludgin Agency Changes 
to Partnership Basis 


Earle Ludgin, Inc., Chicago adver- 
is the latest such 
organization to change its setup 
from a corporate to a partnership 
basis, at the same time changing its 
name to Earle Ludgin & Co. 

The principals, who have always 
been stockholders, now become 
partners, with no other changes in 
personnel or organization. Assets 
and liabilities of the corporation 
have been transferred to the part- 
nership. 


This year, of all years, wise adver- 
tisers will aim their shots carefully— 
concentrating on markets where 
people are BUYING. Such a mar- 
TACOMA — Washington 
State’s SECOND. In retail sales... 


department store sales . . . bank 


ket is 


debits . . . industrial wages... 
building permits... and many 
another business classification, Ta- 
coma is definitely UP, showing many 
gains actually greater than Seattle, 


the state’s largest city. That's why 


Tacoma is—and will continue to be 


For Sales in 1943 


is your 


target! 


—a MUST on thoughtful advertisers’ 


media lists. 


Reach Washington's SECOND market 


through 


the Tacoma News Tribune, now delivering cir- 


culation 


crease of 


in excess of 50,000 evening—an 


51.5% 


in- 


five years! 


the past 


over 


Allis-Chalmers 
Names Compton as 
Its New Agency 


Chicago, Jan. 7.—The last major 
advertiser served by the now-dis- 
solved Getchell agency swung over 
to the new Chicago office of Comp- 
ton Advertising, Inc., this week 
when Allis-Chalmers Mfg. Com- 
pany announced that Compton will 
place all of its advertising exclusive 
of tractor copy. 

Lawrence O. Holmberg, Chicago 
manager of J. Stirling Getchell, Inc., 
before the agency decided last fall 
to dissolve, has been named man- 
ager of Compton’s office here. The 
criginal Getchell office in Chicago 
was the outgrowth of the L. O. 
Holmberg Advertising Agency 
established in 1932 and acquired by 
Getchell four years later. 
Socony-Vacuum Oil Company, a 
previous Getchell account, moved 
over to Compton last November and 
Frank Griffin, Getchell executive on 
the account, joined Compton. Kelly- 
Springfield Tire Company, another 
Getchell account, likewise elected to 
place its advertising with Compton. 


Has Placed Copy 


Getchell announced at the time 
of its decision to end all operations 
that contracts then current would 
be fulfilled by Feb. 1 of this year, 
and Compton’s Chicago office has 
been placing Allis-Chalmers copy 
pending announcement of the 
switch. Compton, with Allis-Chal- 
mers safely in hand, has retained 
every large Getchell account it for- 
mally solicited. 

Chicago quarters for Compton in 
the Socony-Vacuum building at 59 
E. Van Buren St. are being ex- 
panded, and the staff will include 
all present Getchell personnel, plus 
several additions needed to service 
its list of accounts. Miss J. M. 
Stockdale has joined the agency and 
will handle radio in the Chicago 
office. 

W. A. Alexander & Co. is a local 
account of the Chicago office. 


Wickard Launches 
Drive to Simplify 
Milk Distribution 


Washington, D. C., Jan. 5.—Sec- 
retary of Agriculture Claude R. 
Wickard this week launched a na- 
tionwide program of “simplification, 
elimination of frills and reductions 
in special services,” with the stated 
objective of reducing the cost of 
marketing milk from the farm to 
the consumer. 

Secretary Wickard, who also 
serves as food administrator, turned 
the development of the program 
over to Roy F. Hendrickson, director 
of food distribution, who directed 
regional and local representatives of 
the FDA to meet with all interested 
groups in their areas. In addition, 
|conferences were called with na- 
tional dairy industry representatives 
in Washington. A program of spe- 
cific national marketing economies 
is expected to be completed by mid- 
January. 

Precipitated by Order 


The program was precipitated by 
Director of Economic Stabilization 
James E. Byrnes’ order of Dec. 31, 
suspending all subsidies undertaken 
temporarily in the New York, Chi- 
cago, and Duluth-Superior areas, 
and permitting temporary retail 
price increases. 

Among the programs to be con- 
sidered are pooling of retail deliv- 
eries, further reductions in fre- 
quency of service, 
lof extra grades, 
| specialties. 


| 


sizes, 


Assures Supply of Spices 

Wallace Advertising, Halifax, 
N. S., has placed 1,000-line adver- 
|tisements for W. H. Schwartz & 
|Sons, Halifax, 
ithe Maritimes, 


|supply all demands for spices dur- 
|ing 1943. 


and elimination 
and other 


in all the dailies of 
pointing out that 
|the company expects to be able to 


poeetie 1) 


IN THE FIELD 


HERE'S THE ANSWER 
TO COFFEE RATIONING 


YOUR COFFEE WILL GO TWICE AS 
FAR WHEN MIXED WITH DELICIOUS 
HAPPY JACK 


GABE OT WH. &. SEILT & CO. NC, HEW ORLEANS, ROFSTERS & PACKERS OF LEZIAREE COFrt: 


With large-space newspaper copy, Wm. 

B. Reily & Co. enters a new coffee 

extender in the field, Happy Jack, a 

"Vita-mixt beverage" which is guaran- 
teed unconditionally. 


Trail-Weary Co-op 
Broadcast to Hit 
Airwaves Feb. 14 


New York, Jan. 6.—The slightly 
shopworn but undaunted nationwide 
radio program sponsored by the Co- 
operative League of the U. S. A. 
will finally reach the airwaves on 
Feb. 14, according to a decision 
made by the radio committee of the 
league and Atherton & Currier, its 
agency. 

A referendum vote of co-op edu- 
cational directors from coast to 
coast confirmed the move. 

Complete details of the broadcast 
will be made public following meet- 
ings of the co-op’s board of direc- 
tors and publicity and education 
committee in Chicago. “Stations 
and times of broadcasts on 30 key 
stations throughout the country will 
be announced as soon as possible,” 
the co-op has reported. 


Acquires Distillery 

McKesson & Robbins, New York, 
has acquired controlling interest of 
Fairfield Distillery, Bardstown, Ky., 
including warehouses with a capac- 
ity of 90,000 barrels, a bottling plant 
and a substantial amount of bour- 
bon whisky. Its operations will be 
continued under the same manage- 
ment, directed by S. Lewis Guthrie, 
who will remain as president. 


WILL YIELD SUPERIOR 


CoLor PLATES, 


en 


en 


A fine Chromort Colorprint 

gives ort director, client 

and engraver the art-copy 

they like. Prices $38 up. 
Write! 


PHOTOCHROME 
B37 N. FAIRFAX AVE. « HOLLYWOOD 
Overnight by Plane 
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in the City of Detroit . . . 


There is a very successful business man who, a couple of 
years ago, went without his meals in order to secure 
money enough to pay for his Lessons in “PSYCHIANA”’. 


Be ied 


DR. FRANK B. ROBINSON, MOSCOW, IDAHO 


read what he says now... . 


Detroit, Mich., April 26, 1942 
"Dr. Frank B. Robinson:—- 
Dear Sir:- 

I read your large ad, in the Detroit Times today, and it brought 
back old times to me. To you, I am probably just another ex-student. In 
fact, I am sure you do not recall me unless you refer to your files. But 
while perhaps I have failed to see things just as you do, as my letters to 
you would imply, yet the fact remains that YOU HAVE INFLUENCED MY LIFE MORE 
THAN ANY OTHER PERSON DEAD OR ALIVE, and credit wherever credit may be due. 
At the time I started studying your Lessons, I had to pay for them by going 
without lunch at noon, and today, I am owner of The................ Co. 
employing 48 men. Yes——it was a struggle working up from one employee and 

Oo capital, to 48 employees...... I envied, and still envy your ability and 
opportunity to be able to give people a new outlook on life. 
Signed:— A.D" 


& * » 
NO ONE CONNECTED WITH “PSYCHIANA”’ IS PERFECT. 
IF ALMIGHTY GOD WANTED A PERFECT MAN, I DON’T 
KNOW WHERE HE’D GO, ON THIS EARTH, TO FIND ONE. 


BUT WE OF "PSYCHIANA”" ARE DOING ALL IN OUR POWER TO REVIVE FAITH IN ALMIGHTY GOD AND AMAZING 
SUCCESS IS CROWNING OUR EFFORTS. WARS CAN BE ELIMINATED, AND HAPPINESS, PEACE, AND JOY REIGN 
SUPREME, IN THE DAY THE AMERICAN PEOPLE DISCOVER THE EXISTENCE OF THE SPIRIT OF GOD. 


“PSYCHIANA” ‘Inc., MOSCOW, IDAHO 


(A NON-PROFIT RELIGIOUS CORPORATION) 
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Lennen & Mitchell 
Advances Sauer 


Lennen & 
Mitchell, Inc., 
New York, has 
promoted Hans 
Sauer to execu- 
tive art director. 

Mr. Sauer has 
been with Len- 
nen & Mitchell 
for six years and 
previously served 
as art director for 
Lord & Thomas 
and Newell-Em- 


mett Company, 
Hans Sauer both of New 
York. 


Names Picard as Agency 


Rose Mfg. Company, Beacon, 
N. Y., manufacturer of Triogen and 
other horticultural specialties, has 
appointed Picard Advertising, New 
York, to direct advertising. News- 
papers in 50 cities and national 
magazines will be used. 


BIG NEWS! 
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WOOD PRODUCTS 


ee member 
y= in the Field 


INVESTIGATE 
Wood PRODUCT 


431 S. Dearborn St., Chicago, Ill. 


Irwin Maier Is 
New Publisher of 
Milwaukee Journal 


Milwaukee, Jan. 7.—The appoint- 
ment of Irwin Maier as publisher 
and Donald B. Abert as business 
manager of the Journal Company, 
publisher of the Milwaukee Journal, 
was announced 
here yesterday 
by Harry J. 
Grant, chairman 
of the board. 
Both have served 
as Journal direc- 
tors since June, 
1942. 

Mr. Maier suc- 
ceeds the late 
Leonard L. 
Bowyer, vice- 
president and 
publisher, who 
died Dec. 19, and 
Mr. Abert, formerly assistant busi- 
ness manager, succeeds Mr. Maier 
as business manager of the com- 
pany. 

The new Journal publisher was 
formerly advertising manager of the 
Madison Capital Times and came to 
the Journal in 1924 as an advertis- 
ing salesman. He became local dis- 


Irwin Maier 


x 


play advertising manager in 1926 
and was named advertising manager 
in 1930. Four years ago Mr. Maier 
was elevated to the newly-created 
post of sales manager, in charge of 
advertising, circulation and promo- 
tion, and also retained these duties 
when appointed business manager 
in September, 1939. 

Mr. Maier has served as president, 
vice-president and a member of the 
board of the Newspaper Advertising 
Executives’ Association, and was 
also a member of the advisory board 
of the Bureau of Advertising, 
ANPA. 

Mr. Abert joined the Journal in 
1928, serving with the promotion 
department, with the Journal sta- 
tion, WTMJ, and with the admin- 
istrative department of the daily. 
He will continue to act as secretary 
to departmental management com- 
mittees of the newspaper. 


Acquires Paint Plant 
American - Marietta Company, 
Chicago, has acquired Ferbert- 
Schorndorfer Company, Cleveland 
industrial paint manufacturer. The 
Cleveland company will be operated 
as an American-Marietta subsidiary, 
with David Andrew, who joined the 
company in 1930, continuing as its 
president, and Guy Bartholomew, 
with Ferbert-Schorndorfer since its 
inception in 1922, as vice-president. 


for shipping. 


there, for use. 


vital materials. 


the way. 


Plane parts : 
on Paper wings! 


@ Paper and paper products step in to guard 
plane parts with a moistureproof seal 


Paper and paper products prove faster, bet- 
ter and cleaner. They deliver vital plane 
parts for assembly, ready right then and 


Paper may solve your problem, although a 
priority rating may be necessary to clear 


There are many unusual jobs that paper will 
do, many new requirements that paper will 
meet. And we know a good deal about these 
things because we have been making paper 
for many uses— making a thousand miles of 
it a day, in fact. Over many years we have 
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a 
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accumulated a rich store of experience and 
information which will enable us to supply 


papers for many new and amazing uses 


when materials are available. 


Oxford merchants and Oxford salesmen are 
ready to take care of your paper needs with 


Oxford papers. 


And paper is stepping into other jobs in 
other businesses, particularly where short- 
ages and priorities have curtailed the use of 


Can paper products take the place of scarce 


materials vital to the war effort? All our 
research facilities are concentrated on find- 


ing the answers. 


OXFORD PAPER COMPANY 


230 Park Avenue, New York, N.Y. 
Mills at Rumford, Maine & West Carrollton, Ohio 
Western Sales Office: 
35 E. Wacker Drive, Chicago, Ill. 


Claim National 
Rate for Radio 
Copy Is Old Story 


““New York, Jan. 7-—National rati rates 
now being asked by New York 
newspapers for local or retail ad- 
vertising calling attention to radio 
programs is not a new policy but 
the enforcement of rate structures 
in effect for some time, it was 
pointed out this week. 

Minimum rates enjoyed by some 
retail advertisers are not profitable 
for most newspapers, it has been 
claimed. And special classification 
rates are arranged for such items as 
automobiles, steamship lines, resorts 
and radio. Radio stations in New 
York have always paid this classi- 
fication rate, which here happens to 
be national and consequently the 
policy adopted by the New York 
Newspaper Advertising Managers 
Association is viewed as only an ef- 
fort to protect the already existing 
rate structure. 

Several casualties have already 
resulted, however. Whelan Drug 
Company said today that it has been 
charged national, or higher than 
local, rates at various times by 
papers in some sections of the coun- 
ery, and in each case had refused to 
pay them or had discontinued ad- 
vertising. If it is charged the na- 
tional rate in New York, the com- 
pany will drop in newspaper adver- 
tising, it said. 

NRDGA to Discuss Problem 

The whole problem as it affects 
retailers will be taken up by the Na- 
tional Retail Dry Goods Association 
at a board of directors meeting in 
New York Tuesday night, but has 
elicited little concern since compara- 
tively few retailers are affected. The 
National Association of Broadcast- 
ers will wait its cue from the 
NRDGA and move only after a thor- 
ough investigation of the matter. 

A key point in the flare-up of the 
old radio-newspaper controversy 
seems to be the advertisement which 
appeared in the Post - Journal, 
Jamestown, N. Y. Running as a 
“house ad,” the copy utilized a 
signed column by Royal F. Munger, 
who recently took a leave of absence 
from his duties as financial editor 
of the Chicago Daily News to serve 
as a captain of Marines. 

The article, written shortly after 
the New York newspaper carriers’ 
strike, praised the efficacy of news- 
paper advertising and commented 
on the inability of radio advertising 
to do a similar job. 

Herman Gastrell Seely, who suc- 
ceeded Capt. Munger as financial 
editor of the News, told ADVERTISING 
AGE in Chicago that syndication of 
the copy had not been permitted, 
and that permission was not sought 
for the Post-Journal’s use of the 
article. 

The paper had received a letter of 
protest from the James Broadcasting 
Company, operator of Station 
WJTN, Jamestown, Mr. Seely said. 


Companies Consolidate as 


Wyandotte Chemicals 

Michigan Alkali Company and J. 
B. Ford Company, Wyandotte, Mich., 
have consolidated under the name 
of Wyandotte Chemicals Corpora- 
tion. Management and personnel 
will remain the same. Contracts and 
commitments of Michigan Alkali 
Company and J. B. Ford Company in 
force at the end of 1942 will be car- 
ried out by the new corporation, and 
customer contacts will be main- 
tained without interruption by the 
Michigan Alkali division and the J. 
B. Ford division of the consolidated 
sales departments. 

Officers of Wyandotte Chemicals 
are: E. M. Ford, president and direc- 
tor; I. H. Taylor, vice-president in 
charge of sales; C. B. Robinson, 
vice-president in charge of sales, J. 
B. Ford division; and Bert Cremers, 
vice - president in charge of sales, 
Michigan Alkali division. 


McKim Advances Brace 


W. T. Brace, manager of the 
|Montreal office, has been elected a 
|vice-president of A. McKim, Cana- 
|dian advertising agency. 


A TRIBUTE 


VOEPTTM 
Some food: products are—More will be . . . 


- a 


A wholesale liquor firm, Olson Co.., 

Omaha, passes up promotion of its own 

wares entirely to sell consumers on the 

idea of cooperating with food rationing 

rules. A full newspaper page is used 

for this unusual tribute to retail grocers 
and meat dealers. 


‘Victory’ Won't 
Infringe on Free 
Press, Claims OWI 


New York, Jan. 6.—Paid adver- 
tising in the new counter-propa- 
ganda magazine Victory will in no 
way jeopardize the principles of a 
free press or attempt to compete with 
already established export publica- 
tions, according to a representative 
of the Office of War Information. 
Victory will appear in six different 
languages and have a press run of 
about 550,000, varying from issue to 
issue. 

Insertions will be confined to 10 
pages of the 80-page magazine and 
sold strictly in one-page units. In 
place of active solicitation, an- 
nouncements will be sent to selected 
groups of advertising agencies ad- 
vising that space is available in the 
publication. The OWI spokesman 
said that use of advertisements is 
deemed necessary to dress up the 
book and to compete with the Ger- 
man propaganda publication, Signal, 
which also sells advertising. Ap- 
proximate page cost has been esti- 
mated at $3,000. 

The New York Board of Trade, 
along with several other similar 
groups, previously conducted an 
investigation of Victory’s advertis- 
ing policy to ascertain whether it 
will compete with current export 
publications and possibly infringe 
upon rights of a free press. 


Agency Commission Up 

Fleet Owner, published monthly 
by Ferguson Publishing Company, 
New York, has announced an in- 
crease in agency commission to 15% 
with a 2% cash discount, effective 
Jan. 1. 


If you buy package inserts in 
lots of three hundred thousand 
Or more. we tan produce them 
at extremely low cost. Printed 
in one to four colors, one or 
both sides on good quality 
newsprint. Send us a sample 
copy and your specifications. 
We'll promptly quote a price 
which we predict will save you 
money. 


SHOPPING NEWS 
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Voan Aver 


LUCKY? 


Certainly we are lucky. We are surrounded by four-leaf clovers. There are horseshoes in our 


pockets and suspect that there’s a rainbow around our shoulders. We are certainly lucky to have such swell 
clients. We areTucky in having the confidence of many leading artists who plug for us because they believe we 
make the best SJesible plates from their drawings and paintings. We are lucky in having the confidence of well- 
known production men who know we never let them down on production promises or quality. We are lucky 


in having the best bunch of skilled engravers ever assembled under one roof. We are proud of, and extremely 


grateful for, our luck, and pledge ourselves to make even greater efforts in behalf of our clients in this new year. 


COLLINS, MILLER & HUTCHINGS, Inc. 


ve Photo-Engravers 


207 NORTH MICHIGAN AVENUE, CHICAGO © PHONE FRANKLIN 5854 
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Million Commercials 
During Fiscal Year 


Washington, D. C., Jan. 6.—The 
Federal Trade Commission, in its 
annual report, revealed today that 
its radio and periodical division had 
examined more than 381,000 news- 
paper, magazine and _ periodical 
advertisements, and more than one 
million commercial radio continui- 
ties during the 1941-42 fiscal year. 

Approximately 19,000 advertise- 
ments and 18,000 broadcasts were 
designated for further review be- 
cause they contained representations 
that might be considered false or 
misleading. 

The commissioners commended 
the radio and publishing industries 
for their cooperation, saying that 
the commission “has observed a 
desire on the part of these broad- 
casters and publishers to aid in the 
elimination of false and misleading 
advertising.” 

Of the 249 complaints issued dur- 


—— 


CO 


“His WFDF Flint, Mich. spots do so 
well, he’s all wrapped up in golf.” 


ing the fiscal year, 173 were con- 
cerned with the alleged use of false 
and misleading representations in 
advertisements, on labels, and 
otherwise. 

Of a total of 560 stipulations in 
which individuals, firms and cor- 
porations agreed to cease and desist 
from unlawful practices, 219 per- 
tained especially to radio and 
periodical advertising matter. 


Cites Marmola Case 


The report stated that the com- 
mission had been upheld in 36 of 37 
cases in the federal courts, the out- 
standing one being a Supreme Court 
decision in favor of the FTC in the 
historic “Marmola case.” 

The Supreme Court in this case 
set aside a decision by the Sixth 
Circuit Court of Appeals in Cincin- 
nati, which had found that the 
weight-reducing claims of Marmola, 
made by the Raladam Company of 
Detroit, object of a cease-and-desist 
order, were justified. 

The commission also served the 
Office of Censorship, the Office of 
Price Administration and the War 
Production Board in checking ad- 
vertisements for possible violation 
of war codes and orders. 


To Boost Production 


Five-column copy placed recently 
in Canadian daily newspapers took 
the form of a New Year’s pledge 
from the men and women of Cana- 
dian Marconi Company to beat all 
past records in the manufacture of 
radio equipment for the fighting 
forces. Cockfield, Brown & Co., 
Montreal, is the agency. 


Hammond Appointed 

Aurex Corporation, Chicago, has 
appointed John H. Hammond as ad- 
vertising director. Mr. Hammond, 
who succeeds Charles D. Pettengill, 
now in the Army, has been a Flor- 
ida distributor for Aurex hearing 
aids. 


“{T'S A GIFT, FELLERS-JUST LIKE THE WAY 
WDAY HAS OF BUILDING UP RED RIVER 
VALLEY BUSINESS FER SMART ADVERTISERS. 
TRY WDAY, AND SEE FER YERSELF!” 


\ \|FARGO.N. D.~5000 WATTS~N.B.C. AND BLUE 


\ AFFILIATED WITH THE FARGO FORUM 
SS \r FREE & PETERS, NAT‘L REPRESENTATIVES 


. in newspapers last week. 


i oie 2 See 


Following up an extensive pre-holiday campaign to discourage unnecessary 
civilian travel by bus, Greyhound Lines scheduled this large-space advertisement 


It praises citizens for making room for the armed 


forces and war workers and pledges the best post-holiday service possible. 


Concentration’s 
Advocate Ousted; 
Johnson to OCS 


Washington, D. C., Jan. 6.—A 
working publisher and businessman 
this week succeeded the War Pro- 
duction Board’s principal advocate 
of concentration of retailing and 
bans on “cross-hauling.” 

The newcomer is Richard N. 
Johnson, publisher of the Boston 
Evening Transcript from 1938 to 
1941, who was named director of 
the consumer goods division of the 
WPB Office of Civilian Supply. 

He succeeds Roland S. Vaile, who 
precipitated one of the hottest inter- 
nal fights in WPB by a reported 
speech in Los Angeles, in which he 
was said to have told Coast busi- 
nessmen that many larger retail 
units would be closed down so that 
sales could be concentrated in 
smaller stores, and that the Office 
of Civilian Supply would limit the 
movement of food more than 500 
miles. Both proposals would strike 
at the heart of the present distribu- 


tion and national branding system. | 


Policies Denied 


The policies reported in Mr. 
Vaile’s speech were hotly denied by 


Joseph L. Weiner, director of OCS, | 
within an hour after he succeeded || 


Leon Henderson in the WPB post, 
(ADVERTISING AGE, Dec. 14.) 
denial was in line with the policies 
of WPB Chairman Donald M. Nel- 
son, who has repeatedly affirmed 
his desire to preserve the present 
distribution system and to avoid 
concentration of retail outlets, 
unless military demands upon man- 
power or transportation breakdowns 
make such moves necessary. 

Mr. Vaile will return to his post 
as professor of economics and mar- 
keting at the University of Minne- 
sota. 

In addition to publishing the 
Boston Evening Transcript Mr. 
Johnson served as president of the 
Hillsboro Woolen Mill Company 


and as an executive of Pacific Mills | 
and the Bemis Brothers Bag Com- 


pany. He is a graduate of Harvard 
and the Harvard School of Graduate 
Business Administration. 


Malone Named Agency 
for ‘American Family’ 
James V. Malone Organization, 
Chicago, has been appointed adver- 
tising agency for the new national 
magazine, the American Family, 
a publication designed to cover all 


jactivities in the family life move- 


ment throughout the country. 

Eugene High Publishers, pub- 
lisher of the magazine, has an- 
nounced that no advertising will be 
accepted for the publication until its 
May, 1943, issue. 


O’Connor to Dell 


George E. O’Connor has resigned 


as sales promotion manager for 
Southern Agriculturist, New York, 
to join Dell Publishing Company, 


New York, in charge of media sales 


| promotion. 


The | 


Paramount Plans 
Heavy Promotion 
for New Movie 


New York, Jan. 6.—Paramount 
Pictures, Inc., will merchandise its 
new film, “Star Spangled Rhythm,” 
with a combined newspaper, maga- 
zine and radio campaign to break in 
advance of the picture’s national 
release date Feb. 12. 

Two-color spreads have been 
scheduled for Life, Look, Movie- 
Radio Guide, Pic, Screen Guide and 
Stardom, with similar black-and- 
white spreads in seven other pub- 
lications, smaller display advertise- 
ments in several magazines, and the 
company’s regular single - column 
advertisements in Cosmopolitan, 
Life, Look and Redbook. 

Advertising to the trade is 
planned along similar lines. Hit 
songs from the film will get guest 
billings on network radio shows, 
which will feature a number of stars 
from the picture, and a tie-up with 
Royal Crown cola will provide spot 
announcements on 300 stations. 
Newspaper advertising will be coop- 
erative, with 1,600-line campaigns 
planned for the majority of large 
cities. 


Agency Names Coleman 
a Vice-President 


Harry M. Cole- 
man, for the past 
four years pub- 
licity director of 
MacFarland, 
Aveyard & Co., 
Chicago, has 
been appointed 
vice-president in 
charge of public 
relations. Mr. 
Coleman joined 
the agency in 
1938 as a copy- 
writer, and in 
1939 was named 
publicity direc- 


Harry M. Coleman 


tor of the agency. 

As vice-president, Mr. Coleman 
will continue to direct publicity ac- 
tivities and will also have executive 
control of the agency’s publicity- 
public relations department, and 
will take an active part in the 
formulation of all public relations 
and industrial relations policies. 


Strouse Named A. M. 

Betty Jane Strouse has _ been 
appointed advertising manager of 
Cook-Waite Laboratories, New York, 


maker of dental supplies. Mrs. 
Strouse, formerly owner of Bush- 
Aydelotte, Boston advertising 
|agency, succeeds Dudley Latham, 


| who has joined the Army. 
| 


em 


Doughnut Corp. 
to Release Morale 


Posters to Bakers 
(Picture on Page 27) 


New York, Jan. 6.—The Doughni;t 
Corporation of America will release 
a series of four full-color posters 
next month for 5,000 leading bakery 
plants throughout the country in an 
effort to promote greater produc- 
tivity in the industry and to depict 
the important work being done by 
bakers and their employes. 

The theme used in all four post- 
ers, which are 22 by 28 inches and 
designed by Harold Cressingham, 
well-known illustrator, is the latest 
statistical fact that over 25% of 
energy needed to build ships, planes, 
tanks, etc., comes from baked goods. 
Each of the posters includes this 
sentence: “We can’t win this war 
without the products you bake 
daily.” 

Ralph Ward, president of the 
American Bakery Association and 
Drake Bakeries, unveiled the posters 
Dec. 30 at the Bakers Club. John 
T. McCarthy, head of the bakery 
division of WPB, and B. C. Black, 
vice-president of the Doughnut Cor- 
poration, also attended the cere- 
monies. 


Army Bans Gitt 
Mailing of Dailies 


and Magazines 


Washington, D. C., Jan. 7.—Gift 
subscriptions of newspapers and 
magazines for soldiers overseas, as 
well as gifts of individual copies, will 
be banned beginning Jan. 15, the 
war department announced today. 

Under new regulations designed 
to conserve valuable cargo space in 
ships and planes, magazines and 
newspapers may be mailed to a 
soldier only by the publisher, and 
only if the soldier is the subscriber. 
The soldier will be free to subscribe 
to any newspaper or magazine he 
wishes, however, and will not re- 
quire special permission to do so. 

The mailing of single copies of 
magazines and newspapers to sol- 
diers overseas will be discontinued. 

Other regulations will prevent 
shipment of packages overseas un- 
less they contain articles requested 
by the soldier and approved by his 
commanding officer. 

The Army will undertake an in- 
tensive radio and press publicity 
campaign to increase “V-Mail’” 
microphotos, which conserve 98% of 
the weight used by an ordinary let- 
ter. 


Talbott Made Advertising 


Manager of Pabst 

A. Stanley Talbott, formerly with 
the Dr. Pepper Company, Dallas, has 
been named advertising manager of 
Pabst Sales Company, Chicago. 

He succeds C. H. Wolfe, who re- 
signed Dec. 1 to join the Biow Com- 
pany, New York agency. 


First-Aid Calendar Out 


Fruehauf Trailer Company’s 1943 
calendar features a first-aid chart, 
which is headed by ten simple rules 
to be followed in case of serious 
accident. Supplementing the rules 
are more detailed, illustrated in- 
structions regarding first-aid care of 
wounds, burns, fractures and shock. 
The calendar is printed in full color. 


Josaisas Joins Katz 


Joseph G. Josaisas, formerly art 
director with J. Stirling Getchell, 
Inc., New York, has been named art 
director of Joseph Katz Company, 
New York. 


‘ Exclusive 


KSD 


THE POST-DISPATCH STATION 
550 KC 


NBC 
ST. LOUIS 


_ FREE G PETERS, INC. 


National Representatives 
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ADVERTISING AGE 


But, Darling, it’s not Spaatz, it's Smuts— 


and he’s not an airman; he’s a statesman.” * 


“ 
Lvs POSITIVELY H®&MILIATING: 


“First, she makes mé@Xgound like a double- 


talker—then she gives me\he inside dope on 


F.D.R.’s ‘Beveridge Plan’ for&he U.S.... 
And she ends up by putting m&straight on 
why there have been only three Cigar news 


beats on the war in Russia. 


“What's she doing these days—hobnobb 
with the editors of Time?” 


Could be... 


For more than a million women are reading TIME 
these weeks—reading it avidly—reading it intelli- 


gently—preferring it 5 to 1 over every other maga- 
zine that carries advertising. 


And what women they are! 


Not only well-informed, but looked-up-to 
and listened-to ... and as Harry F. Jones, Ad- 
vertising Manager of Campbell’s Soups, puts it: 


“What TIME women do, others do; what they 
eat, others eat. This is the meaning of the 
leadership of TIME families in every com- 
munity throughout the U.S.” 


u'll find these TiME-reading women all over 


women who think a lot and talk a lot and in- 
fluence the other housewives of America. They 
are women whose buying power is 2/4 times 
that of the average U.S. woman. 


They are important people to have on your 
side—buying your brands, knowing your war- 
time story, telling it to others. 


*Yes, it’s ‘““Smuts’’— Field Marshal Rt. Hon. J. C. 
Smuts, Prime Minister of South Africa. That's the 
way his name appears on his TIME subscription 
stencil, number 3-25-ZGCH195-905. 
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January 11, 1943 


Admen in the 
Armed Forces 


Chester L. Maxwell, executive 
with R. C. Maxwell Company, Tren- 
ton, N. J., outdoor advertising firm, 
enlisted in the Army and was in- 
ducted Dec. 15 at Camden. Mr. 
Maxwell, who is 45, underwent an 
operation to qualify for service. He 
was sent to Fort Dix and later ex- 


ee, 
— 


of the board of directors of the| 
Philadelphia Club of Advertising | 
Women, left for Smith College Dec. 
22 for training as an officer in the 
Waves. 

Stanley C. White has been granted 
leave of absence as cost engineer for | 
the Lithographers National Associa- 
tion, New York, to accept a com-! 
mission as lieutenant in the naval 
reserve. 

Paul Coordees, assistant national 
advertising manager of the Star- 
Tribune, Terre Haute, Ind., is now 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


December 28. A letter from an English 
advertiser informs me that the old contro- 
versy about the agency commission method 


both a drunkard and a lecher, yet he and 
his business have flourished like the green 
bay tree. Pondering on this, I remembered 


pects to be transferred to Fort|a yeoman, 3rd class. of compensation has flared u - cad 

4 ‘ . ‘ : ’ s p there. This how the prophet Jeremiah had once pleaded 
Meade, Md., with the camouflage After Por gape bal — seems a strange time for this hardy peren- with the Lord to tell him, why do the 
division. training school at lami each, nial to rear its head. As usual, the heart wicked prosper? And received no answer. 


Les Biederman, for the past two 
years manager of WTCM, Traverse 
City, Mich., has joined the opera- 


tional research group of the direc- 


torate of planning, U. S. Army sig- | 
Drew McClay has taken | 


nal offices. 
over his duties with the station. 

Robert Maddux, formerly with 
the display advertising department 
of the Cincinnati Times-Star, re- 
ported for induction into the Army 
at Fort Thomas, Ky., Dec. 30. 

F. Strother Cary Jr., account 
executive and copywriter with Leo 
Burnett Company, Chicago, since it 
was organized in 1935, has been 
commissioned a lieutenant (jg) in 
the naval reserve and _ reported 
to the naval training school at Har- 
vard University Jan. 2. 

Richard L. Gridley, publicity 
director of Pittsburgh Plate Glass 
Company, has been commissioned a 


Fla., Lt. Howard Holshouser, for-. 
merly with Station KOIL-KFAB, 
Omaha-Lincoln, is now stationed at 
Seymour Johnson Field, Goldsboro, | 
x. C. 
G. W. Wickland, former assistant | 
vice-president and manager of the | 
new business department, ga 
supervision over advertising, Wells- 
Fargo Bank and Union Trust Com- | 
pany, San Francisco, has joined the’) 
Navy. His duties with the bank | 
have been taken over by A. W. 
Larson, assistant vice-president. 


‘Help Yourself 
Is Advice Given 
Appliance Dealers 


New York, Jan. 6.—The household | 


of the question is the advertiser's feeling 
that he is really the one who should de- 
termine the agent’s rate of pay. Unfortun- 
ately, behind all of the “reason” and “prin- 
ciples” which are developed in debates on 
this subject, it always appears that the ad- 
vertiser is saying to the agent, “Come 
work exclusively for me, and I will pay you 
less.” Somehow or other this has never 
had much appeal to the agent. 


December 29. Sat all day with a client, 
trying to help him plan a budgeted manu- 
facturing and selling program for his 
spring season. Only three problems pre- 
sented themselves. First, how to get 
enough raw materials to keep up his nor- 
mal volume. Second, how to retain or 
train enough labor to convert these ma- 
terials into finished goods. Third, how to 
provide management when he, himself, 
would probably be drafted before mid- 
year. Aside from this everything was rosy. 


January 1. Who can begin this year 
without the solemn feeling that it is preg- 
nant with decisions on the greatest issues 
in history? In this twelve months to come 
millions now living and generations yet un- 
born will have their fates determined. Both 
nations and races will have the outlines of 
their futures drawn. Before our very eyes 
the greatest drama of all time will be 
played. 

+ 


January 2. Over an illicit second cup of 
coffee at breakfast I scanned the want ads 
in a big city newspaper. I know of noth- 
ing which reflects more accurately the state 
of the nation in certain aspects. Here, for 
instance, is an index of the growing short- 
age of manpower, in the allurements held 
out to women to enter industry—a signal 
of the near-revolution in home life that is 
coming. Even the little nuances of the 
times can be picked up in these ads: as 


- SAgesntion sactl . Mattousl . when one company calls itself “the Arsenal 
lieutenant in the naval reserve. TSgaewn sn 6 | D : of Communications” to satisfy workers that 
Margaret E. Ocker, owner of |=/ectrical Manufacturers Associa- ecember 30. Lunched with a former here they can make a direct war contribu- 
Ocker Publications and a member | tion has launched a new campaign | advertising man who is now a partner in a ton. ‘ 
a ” urging dealers to step up salvage of firm of business management consultants. e 
old parts in accord with instructions He finds in such work full scope for use, at ‘ 
: . the management level, of all the analytical January 3. In some fields of work 


issued by individual manufacturers. 


and creative techniques which advertising 


knowledge is exact: for instance, where it 


pum |Advertisers in trade publications | taught him. I was encouraged to learn is based on the count of things, as in the 
N B ™ |will include along with their regu- that he now finds among his clients a very number of lines in a magazine page. In 
' 4NO ery Brower f lar insertions a statement saying, | active interest in studies looking toward some other fields only approximate ex- 
client hasa. 
competitor with ~ 


“Help yourself! Help Uncle Sam! | 
Salvage old appliance parts promptly | 
so we can rebuild them into new | 
repair parts.” | 

It is hoped that continued playing | 


postwar plans. Only as such studies are 
made now, in every company, to plan for 
full employment at high levels, do I see any 
hope of avoiding the imposition of a state- 
planned economy. 


actness may be attained; for instance, in 
the measurement of things to the nearest 
foot, inch, or thousandth of an inch. In 
still other fields knowledge is still intui- 
tive, or at the best an appraisal of proba- 


b 4 f thi lea t tail 7 e bilities. What then is the nature of adver- 
g e ter a advertising’ up . : >, vo we pg ste in a tising knowledge? This is a question I 
y ey jmanufacturers’ trade advertising, | December 31. In a club, at lunch time, have long tried to come to grips with, un- 
 BUBTON BROWNE besides individual promotional ran into a former client, who was already successfully. Decided this day to try to 
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_and dealer conscious of the exigency 
|of the wartime request. 


, weer 
work, will make every distributor | 


Publica- 


well under way on his New Year’s celebra- 
tion. For the twenty-five years or more 
that I have known this man he has been 


put down, every week, some notes on this 
subject, with the hope that I may eventu- 
ally clarify it to myself. 


i 


CHICAGO: DEL. 3800 
& ’ ee. Fe tion of a new explanatory booklet 
shaped into “A Statement to the 


AKRON 


Should Top Your 
Advertising List for 1943 


Women of America from the Elec- 
tric Appliance Industry,” is another 
feature of the association’s drive. 

The brochure is intended for use 
by retailers’ service men in case of 
unavoidable service delays. It ex- 
plains shortages of materials sup- 
plemented by the difficulty of sup- 
plying new parts. The dwindling 
supply of service manpower is also 
pointed out. 


jrelating to distribution of their 
crops. Erich F. Stuewe has been 
appointed director for California. 
Agricultural Trade Relations, 
|which has been agricultural counsel 
‘to state chain store associations in 
' the West, is discontinuing active op- 
company, Farm Market Relations,|/¢€™tions, and Raymond W. Miller, 
Inc., has been organized to act as|President, is opening an office in 
counsel to agriculture and business | W@shington, D. C., where he will 


on farm marketing problems in the | epernte as an individual consultant 
West. on agricultural problems. 


Roy K. Cole, of Whittier, Cal., 
formerly director of the California| Artkraft Adds Division 
office of Agricultural Trade Rela- Artkraft Sign Company, Lima, O., 
manufacturer of signs, has created 


tions, Inc., will head the new organ- 
ization. He has been associated with|a new division for the production of 


Advisory Farm 
Market Group 
Is Organized 


San Francisco, Jan. 6—A new 


Sale of atten 
Network Given 


FCC Approval Agricultural Trade Relations since|industrial hot cathode fluorescent 
its inception, and for the past three |lighting. George Madill, formerly 
Washington, D. C., Jan. 5.—Oper-| years has been its general manager.|President of Chicago Vacuum 


ation of the Yankee Network by the|  F: arke ations as | Equipment Company, and also vice- 
| . , 2 rm Market Relations, Inc., has president of Artkraft’s affiliated 


|General Tire & bber any retained as apric ‘ “ - 
r= in O geal : Ru ber Company, been retained ~ agricultural COU laboratory in which the fluorescent 
Akron, O., was assured this week/|sel for the California Chain Stores lighting system was developed, has 
Despite the report that certain phases of business | after the Federal Communications Association, and will work with|been appointed assistant sales man- 
suffered the effects of priorities, figures released by |Commission, brushing aside the|California farmers in all matters|ager of the new division. 


the Treasurer of the State of Ohio show that Akron opposition of two of its members, 


retail business for the year of 1942 far exceeded jgave its official blessing to the) 
1941. 4 | 
? , With Commissioners Paul A.| 
Total prepaid sales tax receipts, up to Dec. 19, iets « — th a 
1942, compared with the same period in 1941, show |W alker and Clifford J. Durr dis- : 
an increase of $11,475.10 for Summit County senting, the FCC approved sale of 
(AKRON) against a total loss for the State of Ohio the network for a stated price of | ; 
of $6,031,475.66. This is a substantial gain in the $1,240,000, through the transfer of € 
face of tax losses suffered in the automotive and ‘capital stock of Winter Street Cor- 
other large ticket item classifications that have been | poration, whose trustees are John 


affected by the war. 


_ MAKES STREETCAR & BUS ADVERTISING | 4 


| Shepard III and George R. Blodgett. 


HERE IS AN EXPANDING MARKET TO BE |Included are control of four stan- _ TODAY'S BEST BUY 
PLACED AT THE TOP OF YOUR 1943 ADVERTIS- dard stations — WNAC, Boston; i i. ek Ss 
ING LIST. With each new day Akron's population WEAN, Providence; WICC, Bridge- . 
is growing .. «new employment and payroll records |port, and WAAB, Worcester—four RI DERSH l Pp 1S UP 
are being set. relay stations, two experimental 

, , — , , istations and two high-frequency 

Keeping pace with Akron's increasing population a q ’ 

is the circulation of the Beacon Journal, which as- stations, as well as the network out- READERSHIP IS 


lets offered by 17 affiliate stations. | i 


sures you of complete coverage of this free-spend- 
| The dissenting commissioners | 


ing market at one low cost. 


RATES STILLiow 
ACT TODAY! 


“MURRAY & MALONE CO. 


{question of absentee ownership, 
=i since the Yankee Network is con- MINNEAPOLIS, MINN. 
Represented by: Story, Brooks & Finley fined to New England states Both ee 
Se York,  Philadelpt Chicago, Cleveland, Los Angeles, Atlanta /commissioners had asked that a eg 

hearing be held on the question 
Selene tinsel aameael ob te ame “MINNEAPotis | » $1: PAUL « DULUTH. ‘surenio F 
was made. Member of N.A.T. A. 

¥ r ay e " At Belg: 

Xs, ™ | P ad ee Lat 3 igs 

. a tages Bian ti F 4 % 


;}questioned the wisdom of a com- 
| pany engaged in an entirely differ- 
jent line of business owning and | 
operating a radio network, and 
Commissioner Durr also raised the 


AKRON BEACON JOURNAL 
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Armed Services | 
Okay Trade Names 


for U. S. Planes | 


Washington, D. C., Jan. 5.—The 
Army and Navy this week jointly 
recognized the popular trade names 
and nicknames by which the British 
and American public have identified 
the nation’s fighting and transport 


Thus such commercial trademarks 
as the Boeing Flying Fortress, Con- 
solidated Liberator and Bell Aira- 
cobra will be substituted for such 
designations as B-17-F, B-24-D, 
and P-39 in official communiques. 

Most of the names are those 


already popularized by Britain’s 


Royal Air Force. Many have been 
copyrighted by the manufacturers 
in this country. 

In at least one case, the Grumman 
Wildcat, the British will be asked to 
substitute the American trade name 
for the Martlet designation now 
used by the fleet air arm of the 
Royal Navy. North American’s ad- 
vanced trainer, known as the Har- 
vard in Britain, will become the 
Texan on both sides of the water. 


Follows Criticism 


The joint action by the forces 
followed more than a year of criti- 
cism by manufacturers, who claimed 
that such British names as Spitfire 
and Hurricane would have a world 
edge over American names after the 
war, because the British government 
recognized them, while American 


makes were referred to merely by 
code designations in communiques. 


Releases Institutional Copy 

Missouri Pacific Lines recently 
released a 52-inch institutional ad- 
vertisement in 141 daily and 430 
weekly newspapers published in 411 
cities and towns served by the rail- 
road. Emphasizing the importance 
of rail transportation, the copy asks 
for additional cooperation by ship- 
pers and travelers. 


DeVry Appoints Agency 

DeVry Corporation, Chicago, 
manufacturer of motion picture 
sound equipment, has named Mac- 
Donald - Cook Company, Chicago 
and South Bend, Ind., to direct ad- 
vertising. A national, educational 
and business publication schedule 
has been approved. 


... farmers with 
the fewer articles 


~ ' 
“ _ le . . ’ 
, & War Proves Final Detroit Shopping News 
“ Foregoes Ads for War Aid 
Blow to Transit | The “Detroit Shopping News” 
. . ‘omitted all advertising in its Dec. 
Publications |24 issue and devoted its eight pages 
: jentirely to the war effort, carrying 
New York, Jan. 5.—Revolutionary |'a number of informative articles, in 
changes in the transportation indus- | display technique, explaining and 
try—plus the added confusion of | illustrating all of the major efforts 
wartime conditions—have written|in which housewives are expected 
finis to the careers of the 58-year-|to cooperate. | The edition reached 
old Transit Journal and Transit | 381,000 Detroit homes. 
Journal News, published by Mc- a eee iat airevett. 
Graw-Hill Publishing Company. | Fruehauf Issues Booklet 
The monthly Transit Journal) fryehauf Trailer Company, De- 
ended publication with the Decem- troit, has issued a 10-page booklet 
ber issue, while the Transit Journal|ty the company’s 5,000 employes 
News, a weekly news service of the | and approximately 2,000 stockhold- 
Journal, was discontinued perma-jers, telling about the origin and 
nently with the Dec. 26 issue. growth of the Fruehauf organiza- 
Founded in 1884, they had won wide | tion and the motor transport in- 
distribution among public utility | dustry. 
and transit company officials en-| 
gaged in city, suburban and inter- 
urban transportation, as well as in 
the equipment, maintenance, shop 
and engineering fields. 
Recalling the long service record | 
of the publications, James H. Mc- 
Graw Jr., president, pointed out that 
they had _ successfully weathered | 
many trying periods. As the Street 
Railway Journal, the monthly pub- | 
lication served operators of the 
long-vanished horse cars. When 
the electrical street car was devel- | 
oped, the name was changed to} 
Electric Railway Journal and the 
editors devoted vigorous promotion | 
to that advanced form of transpor- | 
tation—an era marked by a new age | 
of speed, convenience and great | 
prosperity to the industry in gen- 
eral. 
Difficulties Pile Up 
“Then, in the 1930's,’ Mr. Mc- 
Graw explained, “began the transi- | 
tion from rail to rubber. This 
transition brought with it many 
fundamental changes which have 
made the publishing of the Transit 
Journal more and more difficult. 
“Far from being profitable, this 
publishing service was continued at 
a loss in the hope that conditions 
would improve. Today, with war 
conditions further confusing and in- 
tensifying not only the present but 
the long-term publishing outlook, y r) 
it becomes impossible to justify 
_— steadily mounting losses.” Little Man We ve 
pir The Transit Journal, it was said, 6 
en has been operating under increas- f 
ingly difficult publishing conditions | 
aS, for more than 10 years. Mr. Mc- ad a usy car 
sel Graw added that these conditions. 
in now intensified by the war as evi- 
p- denced by the government “freez- Things have been humming in Big Aggie’s back- 
er, ing” of street car production, “have yard this year,—and it’s not the result of a defense 
in ve nee og Fe wrt ’ oo a fat industry shot-in-the-arm. 
il 7 , ei It’s agriculture . .. the steady, dependable, day-in 
= day-out job of feeding a fighting nation and her 
Pflaum Talks to allies. In the five-state territory served by WNAX, 
Chicago Advertisers farm income is up to more than $1,500,000,000.00 
. Irving Pflaum, foreign editor of for the year. Highest farm income among all CBS 
~ the Chicago Times, discussed the stations. And three million of the nearly four mil- 
= is at ite cal eee lion folks living here are farmers 
: a é ype, at , sas salah 
ay luncheon given by S. E. Thomason, ie Payer to spend for 
: publisher, to more than 100 Chicago onered tor sale. 


~_ advertising executives at the Tavern 

, Club Dec. 30. Mr. Pflaum spent too 

ed : eo 
more than a year with the Coordi- 


nt . : : sales thi ever betore. 

- nator of Information in Washington ‘ xx Dang befor 

as and overseas before returning to his Advertising dollars sowed here reap sales now. 
n- 


present post. 


a 
it's Scomomical 


Big Aggie’s station WNAX has had a busy year, 
. with more accounts, more mail and more 


and maintain your brand with folks who will be 
buying in peace time as well as during the war, 


‘‘Keep this in mind when 
planning for 1943’’ 


whey Stallone 


TO BUY 


Troy is more than a greet indus 


trial city, it's an educational center 
the home of many state and ther 
white collar empioyes anc tne 
shopping point for a rich farming 
area. Troy is a major New 
market.* 

*A.B.C. City Zone 

por 15,264. 


me \ THE TROY RECORD 
RRCORD 


| Newsearess THE TIMES RECORD 


oan All Advertising Direct 


SIOUX CITY 


Whe Ettteon. Dollar lake” 


* 


YANKTON 


Affiliated With Columbia Broadcasting System 
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Publications Will Carry On 


The orders of the War Produc- 
tion Board affecting paper consump- 
tion by newspapers and magazines 
followed closely the 
tions which had been made by the 
industry advisory committees ap- 
pointed by WPB. Thus both the 
amounts of the cuts and the meth- 
ods to be used in accomplishing 
them were well understood and dis- 
cussed before the actual issuance of 
the orders, and created little con- 
fusion or uncertainty. 

It is certain that publishers will 
be able to make necessary adjust- 
ments without serious loss to either 
readers or advertisers. The reduc- 
tion of approximately 10 per cent in 
paper consumption aimed at in the 
orders can be accomplished through 
elimination of waste and conserva- 
tion in many directions, and in an- 
ticipation of the order most pub- 
lishers had been studying their op- 
erations to determine how best to 
handle the cut. Already some pub- 
lications have announced reductions 
in margins and other conservation 
measures which will be effective in 
bringing consumption within the 
prescribed limitations. 

We believe that WPB and the ad- 


visory committees showed good 
judgment in exempting smaller 
publications, consuming less than 


25 tons per quarter, from the ap- 
plication of the orders. Because the 
net savings through reductions in 
these publications would not be ap- 
preciable compared with the over- 


recommenda- | 


all objective, and because in many | 
cases smaller publications had 
already suffered more than average 
losses in circulation and advertising 
volume, it seemed entirely feasible 
and logical to exempt them from 
further limitations. The gains to be 
achieved here would probably not 
have justified the effort involved. 
From the standpoint of advertis- 
ers, it is obvious that there will be 
no serious curtailment of advertis- 
ing facilities. In many cases sub- 
scription and newsstand prices have 
been increased, and while this | 
has had some effect on circulations, | 
public purchasing power is so high | 
and demand for information is so 
great that no material change in the 


over-all picture may be expected 
on this account. On the other hand, 
the ingenuity of publishers and 


their skill in making the best pos- 
sible use of available supplies will 
be effective in enabling them to 
serve their readers and their adver- | 
tisers without appreciable change. | 

It has been hinted that additional | 
cuts later in the year may be neces- | 
sary. We hope this will not prove | 
to be the case, but if national in- 
terests require it, publishers will | 
tighten their belts still further. Like | 
other American industries, the pub- | 
lishing field is capable of making | 
necessary adjustments to wartime | 
emergencies, and at the same time! 
carrying on successfully in the in-| 
terest of their readers and adver- | 
tisers alike. 


'private worry is that of addressing 
laudiences indirectly, over the 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2105. WLIB Spotlights Its Cov- 
erage. 


In this brochure, Radio Station 
WLIB, New York’s youngest sta- 
tion, sets forth its field intensity 
contours and corresponding mail re- 
sponse during its first six months of 
operation. The brochure contains 
coverage maps, tables of market in- 
formation and the story of the sta- 
tion’s history, personnel, programs 
and facilities. 


No. 2040. When You Buy Time, 
Buy an Audience. 
Radio Station WTAG has issued 
this folder, which reports the re- 
sults of a coincidental telephone, 


“Don't ask me why. 


— Chicago Sun 
Orders is orders!" 


Ad-libbing 


Random Thoughts | 


One of the curious advertising 
practices which causes us no end of 


shoulders, as it were, of a couple 
of million other people. We've been | 
witnessing this phenomenon for 
years in many manifestations: copy 
obviously addressed to the general 
public appearing in dealer publica- 
tions; copy addressed straight to 
dealers running in general con- 
sumer publications; copy addressed 
to maintenance men running in 
financial papers, etc., etc. 

Currently we’re very much con- 
fused by the you’ve-done-a-great- 
job-fellows type of advertising ad- 
dressed to plant workers by the 
plant management. Not that we 
don’t approve of this kind of copy; 
quite the contrary. We're sold on 
the value of intelligent, interesting, 
morale - building advertising ad- 
dressed to factory and plant work- 
ers. But what we can’t understand 
is why this type of copy so fre- 
quently appears only in publications | 
which not one out of 10,000 plant} 
workers would normally see or read. | 
Certainly there is some sense in| 
talking over the shoulders 


of the| 
plant workers to the general pub-| 
lic, to investors, to other business | 
men, and we don’t object a bit to| 
this sort of thing. But it seems at 
least equally clear that copy ad- 
dressed to workers should be run,} 


| first, in media that will have a good | 


The National Newspaper of 
Marketing 


The subtitle of ADVERTISING AGE, 
shown on the flagstaff, now 
“The National Newspaper of Mar- 
keting.”” The change does not imply 
a new editorial viewpoint, but 
rather is indicative only of a desire 
to express fully the function of this 
publication. While serving the in- 
terests of advertising, it is likewise 
concerning itself with every phase 
of marketing 

Advertisers have learned how to 
market their products scientifically, 
because only in this way can adver- 
tising expenditures be made most 


a> 1S 


effective Thus in discussing the 
interests and activities of advertis- 


ers, ADVERTISING AGE has studied 
and reported developments in mar- 
ket research, in distribution, in sales 
and promotion, in packaging, 
n store and window displays and in 


fact h with 


sales 


las. «dealt 
which is part 


handising 


everything 
of a successful mer- 
operation Advertising 


the expression and vehicle 
that type of marketing effort, and to 
understand the purposes and objec- 
tives of advertising, it is necessary 
to understand marketing in_ its 
broadest aspects. 

These comments are of course fa- 
miliar to readers of ADVERTISING 
AGE, who have learned from actual 
contact with editorial contents the 
broad range of our activities. Per- 
haps nothing better represents the 
wide diversity of the interests of 
the user and practitioner of adver- 
tising than the popular column, 
“Diary of an Ad Man,” which has 
won such wide acclaim since it first 
appeared in these pages 
months ago. 

It discusses advertising, it is true, 
but it also discusses the broad back- 
ground and philosophy on which 
good advertising is built. And that, 
it seems, takes in most of the busi- 
ness of living 


is 


for | 


seven 


|newspapers in plant cities. 


chance of reaching a_ substantial 
portion of the workers, their fami- 
lies and friends. 

That means, to our mind, that the 
first and most important media in | 
which to place copy that ad- 


1s 


|dressed to employes, whether it’s in- 


formative or inspirational in tone. 
are employe magazines, direct mail 
addressed to workers’ homes, local 
newspapers, perhaps community 
Then, if 
you like, go on into more national, 
more inclusive media. But don’t 
neglect the first step. 


Tired Too Soon? 


Industrial Marketing, which 
spends all its time catering to the 
needs of those advertisers who sell 
to business and industry, rather 
than to the general public, has just 
completed a survey of 1943 indus- 
trial advertising budgets which in- 
terests this columnist principally 
because of the comment of one re- 
spondent who asserted that in his 
opinion, industrial copy dealing with 
conservation, service and war 
themes had been overplayed. and 
that a new approach was needed. 

When we read that. we got to 
thinking about that old subject of 


the artist who tires of his work long 
before the art buyer has had a 
chance to look at it. And then in 
the evening paper, we read a dis- 
patch from Dakar, quoting Gover- 
nor-General Boisson. Was it true, 
Mr. Boisson was asked, that if the 
Free French and British attack on 
Dakar in 1940 had been pressed 
home for another hour, the im- 
portant African port would have 
been forced to surrender? Not ex- 
actly, said M. Boisson, the fortress 
might have held out for “some 
time”; but it was true that ammuni- 
tion was running low. 

So the West African problem 
might have been solved a couple of 
years ago by just sticking to the 
guns—literally—for a while longer. 
And many an advertising or pro- 
motion theme might equally well 
have borne real fruit if its sponsors 
hadn’t unfortunately tired of it be- 
fore it had a chance to entrench 
itself in the prospects’ minds and 
consciousness. 

Don’t be a die-hard who insists 
that what is about to be done must 
be done in the same manner in 
which it has always been done, Mr. 
Advertiser, but on the other hand, 
don’t insist on new themes, new ap- 
proaches and change, merely for the 
sake of change. Remember that 
when you run half a dozen, or a 
dozen pieces of copy on the same 
theme, you're likely to be pretty 
tired of the “same old story,” 
whereas, actually, probably only a 
small proportion of your prospects 
has been exposed to the theme at 
all. 


Jottings 

G. D. Searle & Co., pharmaceu- 
tical manufacturer, has a real stop- 
per on the envelope of a direct mail 
piece just sent to physicians. The 
corner of the envelope bears this 
message: “After reading the en- 
closure, please tear it to pieces.” 
The pay-off is that the booklet en- 
closed is really a series of file cards, 
all scored and ready for the mas- 
sacre. .. 

Things we never knew till now: 
A National Association of Sugges- 
tion Systems was organized recently 
to stimulate the development of em- 
ployes’ ideas in industry throughout 
the country. E. S. Taylor, director 
of the Pullman Company’s sugges- 
tion system, is president, and F. A. 
Denz of United Air Lines, Chicago, 
is secretary... 

Christmas Day was bond selling 
day on KROW, Oakland, Cal. All 
commercial copy was canceled, and 
commercial announcements were all 
devoted to the sale of war bonds 
and stamps... 


'dealer preference and personal in- 
terview survey showing listening 
habits in the Central New England 
area. 


'No. 2053. Mr. 


Hooper Tours a 
Blanket. 
The Hooper “tour” reported in 


this brochure, issued by WJR, De- 
troit, sought to learn the degree of 
penetration needed to take a me- 
dium out of the cover-a-market 
class to the blanket-a-market class. 
Maps and charts of listening indexes 
provide a thorough analysis of the 
station’s blanketage. 


No. 2046. Weekly Magazine Read- 
ing in the U. S. Armed Forces. 

Life has issued this report, which 
is a separate study from its Con- 
tinuing Study of Magazine Audi- 
ences, though directed by the same 
group. Figures on the reading of 
the four national weeklies are based 
on 2,399 interviews in 26 different 
areas adjacent to Army camps, 
|Army and Navy air fields and bases, 
}and Navy yards in continental U. S. 
A tabulated breakdown shows per 
cent of readership by branch of 
service and rank. 


No. 2025. Nine 
Money. 
Radio Sales, spot broadcasting 
|division of CBS, has issued this 
booklet to show advertisers how to 
use station program facilities in 
order to gain the advantages of live- 
\talent spot programs. The booklet 
ltells the story of eight stations and 
‘a regional network, and points out 
j\that each of these outlets knows its 
‘own market, character and prob- 
lems, sectional likes and dislikes. 


No. 2083. How You Can Help Your 
Retailers Solve Their Wartime 
Problems. 

This “war album,” issued by As- 
sociated Business Papers, reports 
some of the problems facing retail- 
ers today, and shows, by examples 
how advertisers and editors are 
helping to solve those problems. 


Ways to Make 


No. 2085. Philadelphia’s Classic 
Figure. 
Radio Station KYW has issued 


this folder, which contains a map of 
the Philadelphia trading area, with 
a description of the production and 
buying power of this territory, and 
a map of what is termed the sta- 
tion’s “custom tailored” coverage. 


No. 2056. A Guide to Effective 
Freight Transportation Promo- 
tion. 

Traffic World has issued this 


manual on truck, rail, water and air 
freight transportation promotion 
based on a Ross Federal survey of 
shippers in 14 cities from coast tc 
coast. The manual discusses, among 
other things, the opportunity fo! 
promotion of war and _ postwar 
freight services; problems encoun- 
tered in selection of freight carrie! 
service; what shippers want stressed 


in freight advertisements and ex- 
amples of current freight cam- 
paigns. 
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ECONOMY THEME 


Here's the 
Answer ! 


Save the cost of 
BOTTLES, CROWNS, 
LABELS ond DEPOSITS 


Make yourown 


COLA 


DRINKS 
at home! 


Newspaper copy such as this is being 

used to build sales of a new home-mix 

cola drink, Mavis, with a “money-back” 
guarantee. 


Home-Mixed Cola 
Drinks Promoted 
in Newspapers 


Baltimore, Jan. 6.—Growing dis- 
tribution and stepped-up promotion 
were envisioned this week for Mavis 
cola syrup, comparatively new 
product which may be used to mix 
cola drinks in the home. 

The syrup, produced by Rodriguez 
Flavoring Syrups, Inc., has been on 
the market about three months and, 
according to the company, already 
has reached distribution in close to 
40 states. Advertising is launched 
as soon as a 50% distribution is 
reached in each market. 

Uses Economy Copy 


Promotion is being concentrated 
in newspapers, with more than one 
daily employed in some cities. Copy 
emphasizes a wartime theme of 
“saving the cost” of bottles, crowns, 
labels and deposits by making one’s 
own cola drinks at home. A money,- 
back guarantee is featured, and a 
line adds that consumers will find 
Mavis “at grocers, food markets, 
delicatessen stores, liquor dealers— 
and wherever good things are sold.” 

A 12-ounce bottle of Mavis cola 
syrup retails for 30 cents except in 
the Far West, where the price is ad- 


Canners Are Fined 
$19,000; Others 
to Face Trial 


San Francisco, Jan. 6.—Following 
a plea of nolo contendere, eight na- 
tionally-known canning companies 
and individuals were fined $19,000 
by Federal Judge Martin I. Welsh 
here this week on charges of vio- 
lating federal anti-trust laws and 
price fixing. The cases were dis- 
|missed on government motion 
‘against five defendants. Fourteen 
/corporations and individuals who 
| pleaded not guilty went on trial be- 


1942, 


‘fore Judge Welsh. 


Indicted in June 


The case grew out of a June 3,! cisco; Libby, McNeill & Libby, Chi-| monopolistic practices. 
indictment against the Can-/ cago, 
ners League of California and 63) vice-president in 
other defendants charging price fix-|Coast operations; California Con- $5,000, the highest amount. 


ing and other anti-trust law viola-| 
tions. 

Corporations and individuals fined 
included: American Can Company 
of New Jersey, $5,000; Hunt Bros. | 
Packing Company, San Francisco, | 
| $4,000, and Carl Lovegrin, president, | 


| 


| 


Francisco, $2,000; Elmhurst Packers 
Corporation, Oakland, $2,000, and 


pany, $1,000; Hearst-Sunical Land & 


$1,000, and William Murray, an of- 
ficial, $1,000. 


Fourteen Face Trial 
Corporations and individuals 
electing to face trial included the 
/Canners League, and its executive 
secretary, Preston McKinney, and 
|assistant secretary W. T. Everett; 
|California Packing Corporation, its 


| president, Alfred Eames, and Roy | 


| Craft, a director, all of San Fran- 


and William W. Gellerson, 
charge of West 


$3,000; F. E. Boothe Company, San | Stockton. Cal 


Fred Wyatt, an official of the com- | Foods 


serving Corporation, San Francisco, | 
and president M. E. Wangenheim;| 
Hollister Canning Company, Hol- 
lister; Harter Packing Company, 
Yuba City, Cal.; F. G. Wool Pack- 
ing Company, San Francisco, and 
More-Pac Preserving Corporation, 


Charges 
Company, 


against Oakland Can 
Oakland; S & W Fine 
Inc., Oakland; 


Packing Corporation, Oakland, and 
| the Cava Packing Company, 
| Jose, were dismissed. 


Follows Other Suit 


On Dec. 24, 35 individuals and or- 
ganizations affiliated with the Cali- 
|fornia canning industry were fined 
|from $1,000 to $5,000 in the federal 
Sacramento, Cal. They 
had also pleaded nolo contendere to 
| charges of price fixing and other 
Harrison S. 
Robinson, managing director of the 
|Canners Industry Board, was fined 


| court at 


Campbell | 
| Packi any ‘ se: : . 
| Packing Corporation, San Francisco, | racking Company, Sen Jose; United | Advances Nighman 


San | 


Gwynn Joins B-S-H 

Hazel Gwynn has been added to 
the copywriting staff of Blackett- 
Sample-Hummert, Chicago. Miss 
Gwynn formerly was with George 
Batten agency on the Colgate ac- 
count, for 12 years at Young & 
Rubicam on the General Foods, 
International Silver, Borden Com- 
pany and other accounts, and re- 
cently with Lennen & Mitchell. 


Ken Nighman, sales engineer for 
U. S. Rubber Company, has been 
appointed public relations chief for 
| the company’s Detroit plant. Mr. 
| Nighman has been in the rubber in- 
dustry since 1928, and formerly was 
with Fisk Tire Company. 


Owners of Artkraft 
Signs Have No Main- 
tenance Problems. 


vw ARTK 


SIGN CO, LIMA. OHIO 


vanced to 35 cents. One bottie pro- 
vides 12 large glasses of the cola| 
drink when mixed with plain or | 
carbonated water. 

Frank D. Webb Advertising Com- 
pany, Baltimore, directs the ac- 
count. 


“Let's Just See What IS 


Christmas furlough...on wax! 


It's a long way from the South 
Pacific to the Buckeye state. But 
the boys of Ohio's 37th came 
home for Christmas anyhow. Not 


but on records 


which arrived at Radio Station 


the Maximum Pull” is) 
CG) ap 
wos ASS | 
(for our product, or merchandis- IN Q\ AY rh y 
ing plan, or copy appeal). ‘ mae = |g } ; 
\ (Os < a = . 
\ To get this answer many of the | = = in person 
\ country’s largest advertisers, larg- ] 
“ est agencies have “passed the 
ball” to us here at WDZ. We've — P z 
\ given them a surprisingly HIGH W GAR just before the holidavs. 
wy answer at a surprisingly LOW ¢ 
cost! , a . , ; 
ae When the division sailed for foreign shores, it had 
~, Why do they come down here 


“deep in the prairie’? Because 
they know that on WDZ their 
~ Story is... 


1\AAA 


Aimed EXCLUSIVELY 


at the 70% who 
work with their Hands 


l'wenty years of 
DIRECTIONAL 


PRO- 
GRAMMING” does it. 
TRY IT yourself. We 
an help YOU solve 
Many problems. Let TUSCOLA 


* show you some ex- 

ples of MAXIMUM 

PULL, ILLINOIS 
ret in touch with 


or 1000 WATTS 


“OWARD H. WILSON CO., REPRESENTATIVES 
Now York, Chicago, Hollywood, Seattle 


ADEA 


Letters During 194!" 


BASIC 


packed along modern, portable, record cutting 


equipment . 


. agreed to ship platters back for 


broadcasting to the home folks over WGAR. By 
the time the transcriptions arrived, the War De- 
partment had restricted such broadcasting . . . but 
said ‘‘yes’’ to our request for a special playing 


STATION...COLUMBIA 


BROADCA 


before an approved audience. And so, at a private 
party held by WGAR for relatives and friends of 
Ohio's Jap hunters, the boys came home for 


Christmas... on wax! 


Bringing Johnny Doughbo 


his plea to “‘send one of 


ys ‘hello’ to Mom, 


those big chocolate 


cakes,’ and his best regards to ‘‘the girl with all 


the freckles”’ 


-this may not be the duty of a radio 


station. But, it was our privilege and our pleasure! 


STING 


SYSTEM 
G. A. Richards, President...jJohn F. Patt, Vice President and General Manager 


Edword Petry & Company, Inc. 


National Representative 
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MORE DAILY CI 
tice } 


1,005, 992 — ee * -_ i be — 
- CHICAGO TRIBUNE — - i —_— PPER y = 


Chicago Trib 


THE WORLD'S GREATEST NEWS 


i; November average net patd circulation: 
eo Daily, Over 1,000,000 
Sunday, Over 1,200 000 
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; a 
—S ACH DAY the people of Chicago and the mid- tisers depends on what it does for readers. Because the 
- $$ west have an opportunity to decide which Chicago Tribune delivers a better value to readers, it is able to 
. ene newspaper best serves their interests. Their verdict deliver a better value to advertisers. 
— > —— is shown in the chart at left. Recognition of this by advertisers is shown by the 
= ———— Charted are the average net paid total circulations of fact that during the year 1942, retailers, manufacturers 
; Chicago daily newspapers during the official six-month and the general public placed in the Tribune practically 
: See period ended September 30, 1942. as much of their expenditures as they placed in all other 
— ——a During this period, Tribune total daily circulation Chicago newspapers combined. 
: emer averaged 1,005,992 net paid. * * +e 
— = = This was from 539,947 to 728,967 more total daily No matter what you sell or to whom you sell, the facts prove 
—— ; circulation than other Chicago daily newspapers de- that you employ your advertising funds to best advantage when 
4 livered—and more than any two other Chicago daily you build your Chicago promotion around the Tribune. Rates 
— 4 newspapers combined! per 100,000 circulation are among the lowest in America. 
_— These facts make plain that readers look to the 
‘ Tribune as the newspaper on which they canrely 2 
——— ae : for the news. They know that in sharing with —_ =F: RA ROR ili rir ppp SF CT 
= ee them the right of a free press the Tribune is not eS ’ 
— ic Te re ae Ie Ra | Sunday average net paid total circulations 
= ; COMPROREIONS Sy POTNTCAT, nace | P during the official six-month period ended 
— Ss There is no mystery about the Tribune, its September 30. 1942 
— ————— ownership or its purpose. Readers are familiar e 
= : with it as a midwest product which has grown ee Ee EEE ee 
with the community and the nation for more == - ——— ——— 
a than 95 vears. = : — : 
— From its long-time record of aggressive action — = — ———— — 
— in advancing the ideals and interests of the mid- 2 . — “a 
= west and the United States spring the confidence 
—4 and acceptance which today make the Tribune —————S! = 
— Chicago's most widely read newspaper and most 
—| productive advertising medium. _ : . oe 
It pays to advertise in the newspaper more a 1 


people read. What a newspaper can do for adver- 


— ne 
—— 


Chicago Tribune average net paid total Sunday circula- 
tion was from 315,546 to 812,828 more than other 
Chicago Sunday newspapers delivered. 
| , When you can have more, why take less? The editorial 
> © qualities which build deepest interest among readers 
produce the best returns for advertisers. To get best re- 
turns from your advertising funds in the Chicago market, 
build your program around the Chicago Tribune. 
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Is It Coming to This? 

To the Editor: War has changed | 
many things. Thought your readers 
might be interested in a new style 
for men taken from the enclosed 
newspaper advertisement. Person- 
ally, I hope we men do not have to 
wear long hose. 

FRANK P. KENDALL, 
Vice - President, National Re- 
search Bureau, Inc., Chicago. 

v 7. 


Better Than Prospectus 

To the Editor: The prospectus 
which you sent us announcing the 
purpose of the Dec. 21 issue of Ap- 
VERTISING AGE and its possibilities 
for industrial advertisers impressed 
us to the extent that we thought we 
might well be represented in it. 

When a copy of the issue was re- 
ceived and we went through it care- 
fully, we were even more impressed 
by the actual job done. We were 
proud to have had a part of it as 
advertisers. 

I think this is a constructive pub- 
lishing job and you are to be con- 
gratulated for having contributed so 
substantially to an understanding of 
advertising in these times. 

L. C. FLETCHER, 

Business Manager, Electrical 

Manufacturing, New York. 

’ v 


War Issue Praised 


To the Editor: Congratulations on 
your Dec. 21 issue. It’s great! So 
good, in fact, I want another copy 
to clip. It 
material. 

FREDERIC I. LACKENS, 

Advertising Manager, Hays 

Corporation, Michigan City, 

Ind. 


v v 
‘Price’ Advertising Is 
Successful for Mortuaries 
To the Editor: We are enclosing 
a photograph of a current funeral 
poster being used in the southern 
California territory for our client, 


the Utter-McKinley Mortuaries of | 


this city. 

While this is one of the posters 
in the regular continuous series of 
designs, there nevertheless is an in- 
teresting story in connection with 
the Utter- McKinley organization. 
Six years ago they were doing only 
about 200 cases a year. During 1942 
their number of cases will exceed 
2,200. While they had only one 


funeral home a few years ago, they | 


now have seven complete, modern 
funeral chapels. 

This success has been attained 
through advertising based on a sur- 
vey of public information and pub- 
lic attitude in regard to death and 
its accompanying problems. From 
such an inquiry into the public’s at- 
titude we discovered that the first 
question asked was “How much will 
a memorial service cost?” 
“Isn't it true that funeral services 
are terribly expensive? Aren't fun- 


eral directors inclined to over- 
charge? What does a funeral in- 
clude?” 


Since these are matters in which 
the public is interested, Mayor H. 
McKinley, president of Utter-Mc- 
Kinley, felt it would be wise to give 
the public this specific information. 
In view of this decision their adver- 
tising has constantly been of the in- 


formative nature, pointing out that | 


every service, regardless of cost, in- 
cluded all the several items neces- 
sary to make it complete and digni- 
fied. 

Much of their newspaper adver- 
tising, for instance, shows pictures 
of caskets, tells about what other 
items of service are included with 
it, and quotes a specific price. I 
mention this fact because from the 
poster it might be deduced that only 
a minimum price is advertised. This 
is not the case. Various price levels 
are mentioned to appeal to the aver- 
age generally selected by the vari- 
ous income groups. 

Since the average funeral direc- 
tor is tremendously opposed to price 
advertising of any kind, I thought 
it might be interesting to point out 
that, in this instance at least, price 


is all fileable, usable | 


Also, | 


Voice of the Advertiser 


This department is a reader’s forum. 


MEN'S FINE 
ROBES AT | 


7.00 


Maker's SAMPLES of 
$10 and 12.95 LUX 
URY robes for gifts 

. priced FAR below 
their true worth. Ful! 
lined rayon eaatins in 


maroon, blue, brown, 


ete 

8.95 Robes at $5 a 
Re ® jarquaréds © the 
Tused lar styles he ll bee 
best. Save 395 


FULL FASHIONED 
rayon beauties—sheer, 
clear and flattering. 
48-gauge perfect qual- 
ity “Chanti - Cleer” 
»rand in the most popu- 
lar new colors, 85 to 
ot 


i 
Sitk hose, 2 pr. $1 


lerces Of senmicne 6% 
a ‘t it 


me at f r maven 
= ore wise Fy to Ms 


A reader sends in this sample of what 
1943 may bring, taken from a depart- 
ment store's advertisement in the Dayton 
Daily News. 


advertising citing various prices has 
|been most successful. It could, 
‘therefore, be the type of information 
‘of interest to both agencies seeking 
| mortuary clients, and to advertising 
|morticians as well. 

It is my opinion after many years 
in the funeral director advertising 
field, that every city presents one 
or more opportunities for the de- 
velopment of worth while clients in 
the mortuary field. 

P. O. NARVESON, 

Associated Advertising Agency, 
| Los Angeles. 


v v v 
A Shift in Sentiment 
To the Editor: I thought you 


might be interested in a little sign, 
‘appearing in the cashier’s window 
of a grocery store on Ninth Ave., 
between 4lst and 42nd Sts. 

“Please be kind to our employes. 
They are harder to get than cus- 
tomers.” 

H. W. Fou.ps, 
Vice-President, Permutit Com- 
pany, New York. 
v v v 


‘War Issue Reprints 
Are Being Prepared 

To the Editor: It seems to us that 
your article on Page 16 of the Dec. 
/21 issue—“Allowable Ad Expendi- 
itures’—is of sufficient interest to 
the advertising profession to war- 
‘rant reprinting in folder form. Do 
|you have this in mind? 

S. C. BAER, 

S. C. Baer Company, Cincinnati. 


To the Editor: I think your Dec. 
21 issue is a knockout. You've done 
one of the most comprehensive edi- 
torial jobs that I’ve ever seen. 

In fact, we think it so good 
that we'd like to reprint part of it. 
Can you give us permission to re- 
print the article, “Allowable Ad 
Expenditures by War Contractors 
Clarified,” beginning on Page 16? 

We'd like to paste up this article 
lon our masthead and run it offset 


1S 


Letters are welcome. 


MIXED GLAMOR 


|direct from your copy. Of course, 
| we'll give credit to ADVERTISING AGE 
as originator of the article. 

K. J. RAYER, 

Oakleigh R. French & Associ- 

ates, St. Louis. 

{[Editor’s Note: Reprinting of the 
article is permissible, with proper 
credit as outlined in the editorial 
note which precedes it in the “Ad- 
| vertising at War” issue. However, 
| ADVERTISING AGE is preparing a re- 
| print of this article, available to all 
|interested parties in the field, along 


| with four other outstanding stories | 


jin the issue—the “‘Ad Man’s Guide 
| to Washington,” “OWI Wartime 
Campaigns,” and “Advertising 
|Council Serves to Coordinate War 
| Activities.” Copies of the 16-page 
jreprint may be obtained from Ap- 
| VERTISING AGE at 10 cents each. | 


oe 


Two Similar Questions 


To the Editor: Here’s another of 
those headline coincidences. The 
| advertisement, of our client, Mon- 
|jsanto Chemical Company, in De- 
‘cember issues of Business Week, 
| Fortune, Newsweek, The Saturday 
|Evening Post, Time, and United 
| States News is headed “Hey—What 
|Goes on Here?” 
vertisement in the January Esquire 
drops the “Hey” and adds an “any- 
\way” to say, “What Goes on Here, 
|Anyway?” 

Both advertisements were written 
jand plated long before either saw 
ithe light of print. So nobody pla- 


'giarized anybody — just another of 


those instances where two headline 
writers in different shops hit on a 
jsimilar combination of words. 
S. M. BALLARD, 
Vice - President, Gardner Ad- 
vertising Company, St. Louis. 
v v 


Another Exhibit A 


To the Editor: 
In your Dec. 7 is- 
sue Copy Cub of- 
fered the witness 
stand to anyone 
wishing to prove 
that those writ- 


v 


may be beautiful. 
Memo proudly 
accepts the chal- 


lenge. Memo is 


ion and beauty 
editor, Bertha M. 
Fisher. Here is 
her picture as Exhibit A. What 
else can the jury decide but proper 
“hard labor” for Copy Cub. 

Our vote is in! 

ALBERT FINKLE, 
Managing Editor, Memo, Tren- 
ton, N. J. 


Bertha M. Fisher 


v 


| 
lg Changes Format of 
Its House Magazine 

To the Editor: After 24 years 
in one form or another we have 
brought out our house organ, 
“Ilgair Currents,” in full news- 
paper size and we are enclosing a 
copy of our Christmas issue, with 
the thought that it may be of in- 
terest to you. 

You will note that it was done 
by the planograph process. Prac- 
tically all the printer had to do was 
to run the job, since all the copy 
including the headlines was writ- 


,.- 


‘PRICE’ COPY APPEALS TO PUBLIC 


A | Funeral ...68 


The Utter-McKinley Mortuaries, Los Angeles, surveyed public attitudes before 
launching @ consistent advertising campaign which has proved successful. Specific 
prices are mentioned for services. 


Axton-Fisher’s ad- | 


proud of its fash- | 


ten and pasted up by Ilg employes. 

| We feel that one formula for a 
successful house organ in a manu- 
facturing plant of our kind is to 
/run contributions as nearly as pos- 
sible without any editing except 
| spelling, etc., so that the employe 
contributor can really feel that he 
| has some of his own work in black 
‘and white. This policy of ours, 
plus the fact that we run letters 
from service men in full, and make 
every possible use of available 
| photographs, makes the large page 
space particularly useful. 

Ilg employes like the paper and 
the idea therefore can be recom- 
|;mended to others. 

C. W. DEXTER, 
Ilg Electric Ventilating Com- 
pany, Chicago. 
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War Posters Offered 
for Exhibitions 

To the Editor: My war effort is 
to collect war and defense posters of 
the allied nations, organizing them 
into several sets for exhibition pur- 
poses. These are loaned gratis to 
whosoever may have need of them 
to sell bonds and stamps and in this 
way help win the war. 

This is a poster war! Pictures will 

not win it, but they help mightily, 
as they are a ringing challenge and 
a fundamental threat that have a 
way of boring themselves into the 
;}most reluctant memory. 
To win this war depends wholly 
‘upon ourselves—each and everyone 
|of us—how vigilantly and valiantly 
|we are willing to urge and to meet 
ithe President’s many needs for 
| cooperation is up to us. 

May I count on your cooperation? 

In addition to war posters, I be- 
lieve I have the largest collection 
of Latin-American posters, which 
may be loaned, too. 

L. C. Sykora, 

Cleveland Students’ Poster Art 

Exhibit, Cleveland. 


| 7 

| ones : 
‘Mobilizing Against 
“Modern Horse Thieves’ 

To the Editor: Since farmers have 
been assured of ample supplies of 
gasoline and fuels for production 
‘purposes, some holders of A and B 
‘cards look longingly at the farmer 
and imagine some evil thoughts. 

As an organization of 85,000 farm 


7 © 


ing about beauty | people in Illinois, we are on record 


the attached advertisement in 
‘our house organ reveals. It was 
jour thought that advertising men 
| would be interested in this, at least 
as a warning not to run out of gas 
in the country. 

The copy urges patriotic, law- 
abiding farm people to help whip 
the modern horse thieves—the gas 
bootleggers—by guarding their ra- 
tion books and coupons; keeping 
their gasoline and tractor fuel 


as 


locked up; selling no gas to anyone: 
and by reporting anyone in the 
neighborhood who is illegally hoard- 
ing or selling gasoline. It pledge 
the 65 service companies affiliated 
with us in cooperating with loca 
ration boards to wipe out any illici) 
activities. 
W. B. PETERSON, 
Sales and Advertising, Illinois 
Farm Supply Company, Chi- 
cago. 
- = 


Offer Accepted 


To the Editor: Re my letter and 
your note on Page 16 of the Dec. 28 
issue, please express my _ sincere 
apologies to Shakespeare, Dryden, 
Bartlett, ADVERTISING AGE, The Chil- 
ton Group, et al. Should any or al! 
of them find their way to St. Louis 
the drinks are on me... Hyde Park 
True Lager, of course. 

For the further enlightenment of 
any others who may have profited 
by my mistake, we might as well 
clear up Chaucer and John Donne 
while we’re at it. The former puts 
it this way: “But al thing which 
that shyneth as the gold Nis nat 
gold, as that I have herd it told.” 
And Donne prefers to say it simply: 
“All is not gold that glisteneth.” 

Now that the glister, glitter and 
\glisten business is out of the way 
let’s settle down to the important 
job of buying more war bonds. 

E. H. Gorpon, 

Advertising Manager, Hyde 

Park Breweries Association, St. 

Louis. 
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Accident Provides 
‘Timely Advertising 

To the Editor: Accidents in in- 
| dustry are not generally considered 
suitable subjects for paid advertise- 
ments by the company suffering the 
loss. Especially is that true when 
the industry is a public utility and 
the accident of a nature serious 
enough to interrupt service. 

Notwithstanding, we saw a golden 
opportunity to make the recent de- 
struction by fire of our electric sub- 
station at Baker, La., the subject 
of a 45-inch newspaper advertise- 
|ment. 

Our copy, which appears beneath 
a three-column cut of the substa- 
tion after its destruction, points out 
that only “trained men know what 
to do—quickly and efficiently—when 
lelectric service is interrupted.” 

We wanted to impress the public 
with the fact that our employes are 
jas vital to the war effort as electric 
power is itself; that dependable 
public service an around-the- 
\clock, around-the-calendar proposi- 
|tion; and that this kind of service 
does not appear on the customer’s 
monthly bill. 

WILLIAM CALLENDER, 
Advertising Director, Gulf 
States Utilities Company, Baton 
Rouge, La. 
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WHAT ABOUT AIRLINE SAFETY AND SERVICE? 


SAFETY SERVICE 
— w {ee en er er 
, 4, wou ~~. atin = 
“it 4 == a 
ial = stesese 
« meme hee Gene ote =: 
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| own ee ae ee me 
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Meta sim aecaee SS 
TRANSCONTINENTAL © WESTERN AIR, INE 


Cerne ten tee te ee 


Question and answer copy is ed in the 

first advertisement of a new series based 

on informative themes recently launched 

by Transcontinental & Western Air, Inc. 

Newspapers in 15 en route cities are on 

the list now and the drive may be 
extended. 


Wartime Objectives 


to be Discussed 
at AMA Sessions 


Chicago, Jan. 6.—Wartime adver- | 


tising policies and objectives wil 
provide one of the highlights of the 
wartime marketing conference of 
the American Management Associa- 


tion, to be held at the Drake Hotel | 


here Jan. 14-15. 

Major conference subjects to be 
discussed by members, government 
officials and others invited to the 


two-day session were determined in| 


advance by a= survey conducted 


among hundreds of marketing men. | 


Questions up for intensive study 
include the forces shaping market- 
ing policies and practices: the most 
vital “housekeeping” tasks for mar- 
keting men in wartime: and real- 
stic planning for the postwar 
period. 

Speakers at next Thursday morn- 


ing’s opening session include W. R. | 


Moore, Norton Company, Worcester, 
Mass., on “Maintaining the Sales 
Organization”; and Donald R. G. 
Cowan, Republic Steel Corporation. 
Cleveland, who will talk on “Plan- 
ning the Postwar Sales 
At the afternoon meeting, 
concentration, standardization and 
simplification, and OPA policies will 


Structure.” | 
industry | 


be discussed by Joseph L. Weiner, | 
director, Office of Civilian Supply; | 


Willis S. MacLeod, chief, technical 


operations, OPA standards division: | 
C. L. Christenson and Edward F. | 


Stegen, also of the OPA; and A. O. 
Buckingham, Cluett, Peabody & Co. 


Egloff to Speak 


Technology and postwar products | 


will come in for 
Jan. 14 dinner, with an address by 
Dr. Gustav Egloff, research director 
Universal Oil Products 
Chicago. 

At Friday’s sessions dedler rela- 
tionships will be discussed by Ar- | 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—Z2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independen| Survey of Providence Bulletio 


attention at the | 


i] 


Company, | 


| 


thur A. Hood, Johns-Manville Sales 
Corporation, New York; rationing 
and consumer habits will be out- 
lined by Dr. F. R. Cawl, director 
of market research and sales pro- 
motion, Farm Journal and Farmer’s 
Wife; and covering the sales terri- 
tory will be discussed by J. W. 
Crafton, Swift & Co., Chicago. Dr. 
Philip M. Hauser, assistant director, 
Bureau of the Census, will outline 
population shifts and income 
changes at the noon session. 

Leaders of the concluding panel 
session on wartime adv ertising poli- 
cies and objectives include Homer 
J. Buckley, Buckley, Dement & Co.; 
Vernon D. Beatty, Swift & Co.; 
Walter A. Bowe, Carrier Corpora- 
tion; Paul Jordan, OWI; Edgar L. 
Schnadig, Chicago Mai] Order Com- 
pany; H. H. Simmons, Crane Com- 
pany; and Justin R. Weddell, Union 
Bag & Paper Corporation. 


Gets Leather Account 


Hirshon - Garfield, Inc., Boston, | 
has been named agency for Knight. 
Leather Products, Boston. 


Two-Way Program|. 
Sells Both Movies 
and RCA Music 


New York, Jan. 5.—An idea origi- | 
nated more than three years ago by 
RCA Victor, now a division of the 
Radio Corporation of America, is 
beginning to grow by leaps and 
bounds. It is a two-way merchan- 
dising program for musical movies 
and Victor recordings of their hit 
songs. 

Recently Metro-Goldwyn-Mayer 
went all-out by offering a war bond 
prize for the music merchant hav- 
ing the best dressed window display 
on the Eleanor Powell show, “Ship 
Ahoy.” The winner and three hon- 
orable mentions were Victor deal- 
ers. Next step was the promotion 
‘of joint theater lobby displays. Song 
|hits were played in the lobby and 
| recordings sold on the spot. Hold- 
;ers of lucky programs were given 
free tickets to the show; records 
were put up as prizes, etc. 


| 


| 
} 
| 


|with Glen Miller 


These contests and other cam- 
paign ideas were promoted in indi- 
vidual cases by local newspaper ad- 
vertising and radio with theater and 
|dealer dividing the expense. 

Since MGM led the way, Twen- 
tieth Century-Fox, RKO Pictures 
and Columbia Pictures Corporation 
have all climbed aboard the band 
wagon. Twentieth Century used the 
idea to promote “Orchestra Wives’ 
and his orches- 
tra; RKO for Freddy 
latest, “Seven Days’ Leave”: and| 
Columbia for the Fred Astaire, Rita | 
Hayworth hit, “You Were Never 
Lovelier.” 


Steen Advanced 


Harvey Steen has been appointed 
advertising manager 
Tea Company, Chicago. He has been 
associated with the company since 
1933, when he started as a clerk in 
the Crystal Lake, IIl., store. In re- 
cent years he has been associated in 
the advertising department with 
Charles H. Lilienfeld, advertising 
manager, who resigned in December 
to join the Army. 


Martin’s | 


of National | 


| Noxzema Limits Schedules 


Schedules for Noxzema advertis- 
| ing in Canada during 1943 will be 
planned for periods of two or three 
months only, in order to allow for 
desired changes. In the early part 
of the year, newspapers, magazines 
and farm papers will again be used, 
together with spot radio. Ruthrauff 
& Ryan, New York, is the agency. 


|\Agency Changes Name; 
Adds Two to Statf 


Snow, Bates & Orme, Inc., Spring- 
field, Mass., has changed its name 
to Snow & Cahalin, Inc. 

Two recent additions to the 
agency’s staff are John M. Booth- 
royd, art director, and Malcolm L. 
Wilder, copywriter. 


MAILING SERVICE 
Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


| 431 8. Dearborn St. Wabash 8655 
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HOw TO BUILD Got DWILL NOW 


| with your regular customers 3 


PLAN YOUR “SHOW HOW” ADVERTISING COPY 
ON PROGRAMS BUILT BY AHRENS EDITORS! 


This advertisement is based on actual surveys. Outlined 
. (1) wartime reader programs conceived and 
(2) steps that SHOW 
HOW manufacturers can dovetail editorial and adver- 
tising copy to help hotel and restaurant men... 
and restaurant market analysis. This is the first in a series. 


here are . 
executed by Ahrens 


Here 


National Nutrition Program 
Sane Liquor Law Enforcement 
Vvartime Recipes and Menus 
Today’s Remodeling and 


Redecorating 


Complete Coverage of Wartime 
Conferences, Conventions 


Conservation of Transportation 


Forums of Opinions 


editors... 


are the Programs... 


Making Methods 


Guides 
Labor Hiring and Training 
Elimination of Waste 
Industrial Restaurants 
Ahrens Clipping Bureau 


(See Coupon for full details on these programs) 


... and here are Ahrens Editors: 


E. H. AHRENS—Editorial Director and Publisher. 12 years with 
A. W. Shaw, publisher of System and Factory magazines, before 


starting HOTEL MANAGE 


J. S. WARREN-—Field Editor. 


Company in 1921, 


R. T. HUNTINGTON—Managing Editor of HoTEL MANAGEMENT 


MENT in 1921. 


and RESTAURANT MANAGEMENT. With the company since 1924. 


L. M. FOGARTY—Managing Editor of HotEL Wor .p-ReEview. 


Started with company in 1922. 


W. F. LIPPS—Western 


FRED SEARING—New England Editor. With company since 1927. 


Editor. Started with company in 1928. 


TOM FLYNN-—Southern Editor. Started with company in 1930. 


W. GEO. L. HUGHES—Pacific Coast Editor. 


since 1932. 


OF THE TOTAL CONSUMER 
MARKET IS REPRESENTED 


4 i? HOTELS AND RESTAURANTS 


Ahrens Publishing Go. 


The original and leading monthly maga- 
zine devoted exclusively to operations. 
The “Show How’ ‘ | textbook of methods, 

t, ance, and construc- 
tion. First in reoder acceptance. 


The national hotel newspaper featuring 
up-to-the-minute news of government 
wartime regulations, personalities, per- 
sonnel and property changes, forums of 
opinion, conventions, etc. 


The restaurant operators monthly text- 
book of case history profit-making ideas. 
Designed editorially to show restaurants 
of all sizes how to more efficiently and 
profitably conduct their business. 


7) VANDERBILT AVE., NEW YORK 
333 N. MICHIGAN AVE., CHICAGO 


(3) hotel 


Cost-Cutting Ideas and Menu 


Hotel and Restaurant Buyer’s 


Started with Ahrens Publishing 


With company 


12 Ways to Help Hotel 


Explain delays. 


Show Industry how to step-up 
worker efficiency. 


Men in Your Advertising 


Secure acceptance of substitute product ingredients. 
Counter false or exaggerated rumors. 
Tell the hotels how to make products last longer. 


Inform why special services have been eliminated. 
Advertise postwar uses of new products. 

Forestall the competition of new companies. 
Replace salesmen’s calls on the trade. 


Show how to conserve manpower. 


Feature safety and health factors. 


if you can make immediate deliveries say so. 


and Restaurant 


production—increase 


The informative selling aids listed 


below will help you form 


your sales and advertising plans for 1943. Send for any or all 


City; 333 No. Michigan Ave., 


today! Ahrens Publishing Co., 71 Vanderbilt Ave., New York 
Chicago 


HOW TO ADVERTISE AND SELL TO HOTELS AND RESTAU- 


RANTS—A 36 page book jammed full 


of facts about the hotel and 


restaurant markets. A vital factor when forming institutional sales 


plans. 


two parts of an extensive survey made 


HOTEL AND RESTAURANT INDUSTRY REPORT~—Analysis in 


to determine just what hotel 


and restaurant operators want manufacturers to tell them today 


THE AHRENS DIARY—A semi-monthly bulletin designed for the 


contract and 


AHRENS PUBLISHING CO., 
333 No. Michigan Ave., Chicago 


HOW TO ADVERTISE AND SELL TO 
HOTELS AND RESTAURANTS. 


HOTEL AND RESTAURANT INDUSTRY 
REPORT 


NAME 


POSITION 


ADDRESS 


71 Vanderbilt Ave., 


institutional sales department. 

1943 EDITORIAL PROGRAM ANALYSIS~-A complete 
of 1943 Ahrens Editorial Programs for the emergency 
planning sales and advertising campaign to hotels and restaurants. 


description 
Valuable in 


MAIL THIS COUPON FOR THESE 
PROFITABLE SELLING AIDS 


New York City; 


Please send the Informative Selling Aids checked below. 


THE AHRENS DIARY. 


1943 EDITOR'AL PROGRAM ANALYSIS. 
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Newspaper Distributors 
to Get ‘C’ Rations 

The OPA last week authorized 
assignment of preferred “C” rations 
to supervisors engaged in maintain- 
ing the wholesale distribution of 
newspapers, and ordered a special 
ration for the delivery of telephone 
directories if present rations are in- 
adequate. 

OPA pointed out that the unusual 
hours which newspaper distributors 
work, and the importance of speedy 
delivery of publications were taken 
into consideration. The supervis- 
ors will be eligible for the extra ra- 
tions if they have already taken 
“all reasonable steps” to reduce 
driving to the lowest possible mile- 
age. 


Theaters to Campaign 
for War Effort 


Skouras Theaters Corporation, 
New York, has launched a series of 
52 Sunday afternoon programs, be- 
ginning Jan. 3, over Station WINS, 
New York, from 4:30 to 5 p.m. 

Titled “This Is Our Cause,” the 
show each week will be in behalf 
of some worthy war relief society 
or other war project with two pro- 
grams in January being assigned to 
the benefit of the Infantile Paralysis 
Foundation. The programs will con- 
sist of appropriate music and skits. 


John Sexton & Co. 


began advertising in 


PRACTICAL 
HOME 
ECONOMICS 
in 1935 


Big Institutional 
Food Volume Built 
by Sexton Company 


Chicago, Jan. 6—On Jan. 1, Sher- 
man J. Sexton, president of John 
Sexton & Co., celebrated his 25th 
anniversary as sales manager of his 
company, a position he still holds. 
The event is important enough to 
justify a story, because his career 
as sales director and president of 
the largest food distribution organi- 
zation specializing in the institu- 
tional field is highly significant to 
marketers. 

John Sexton & Co. was well 
known 25 years ago as a successful 
Chicago wholesale grocery house, 


its able young president, who at the 
age of 34 succeeded his father as 
president of the company in 1926, 
when the latter became chairmar 
of the board, it has expanded both 
horizontally and vertically; that is, 
it has widely extended its sales area 
by the establishment of branch 
houses in Brooklyn, Dallas and At- 
lanta, and has broadened its lines 
through the continuous enlargement 
jot a manufacturing department 
which produces a large number of 
| popular food specialties. 


Solely Institutional 


The interesting thing about the 
steady expansion of size and scope 
| of operations of the Sexton business 
| is that it has never found it either 
necessary or 


| 


selling to institutional buyers ex- | 
clusively, but under the direction of | | This is the section of the food | 


desirable to depart. 


its brands. While some national ad- 
/vertisers would be inclined to call 
'them private brands, the fact that 
| they are the best advertised and the 
| best known to institutional buyers 
| suggests that there is nothing pri- 
vate about them in any sense. 

As a background for this story of 
a nation-wide marketing operation 
to specific buying groups, note that 
the institutional field—the word is 
probably a misnomer, since “mass 
consumer” would be more descrip- 
tive—is made up of tens of thou- 
sands of individual units, ranging 
all the way from the industrial 
cafeteria to the 1,000-room hotel. 
In between are hospitals, schools, 
restaurants, government _institu- 
tions, resorts, camps, soda fountains, 
| transportation companies and every 
|other type of establishment which 
supplies food service on more than 
)a family basis. 
| 


Has 200 Salesmen 


| market which is called institutional 


and 


management skill of Sherman J. 
Sexton. He has seen the business 
he heads expand in the 25-year 
period covered by his sales direction 
/over 200%, with a 1942 volume re- 
/ported to be in excess of $13,000,- 
000. That an effective philosophy of 
marketing, plus unusual ability in 
| training and directing a sales staff 
‘of over 200 men, plus the skill 
needed to assemble and maintain 


{complete lines of food supplies es- | 


pecially selected and packaged for 


| CELEBRATES 25TH 
om ; 


a 


| Sherman J. Sexton, president, John Sex- | 
|and which has supplied the impetus | 
the opportunity for growth | 
capitalized through the vision and 


ton & Co. 


'to receive this training, but is now 
‘a lieutenant in the quartermaster 
corps of the Army.) 

A unique feature of Sexton sell- 
ing would probably startle sales 
managers whose chief delight is 
large orders. While institutional 
buyers frequently place contracts 
running into big figures—or did be- 
fore shortages of canned goods and 
other staples made spot buying nec- 
essary—the Sexton thesis is to get 
as much business as possible in the 


| form of small orders. Because ship- 


sure that the name ‘Sexton’ as 4 
preferred source of food supply for 
institutional buyers is never forgo: - 
ten.” 


Books, Direct Mail Used 


Backing up the magazine cam- 
paign is a consistent barrage of d:- 
rect mail. This has been reduced «t 
present because of the unusual food 
situation, with shortages of canned 
goods, coffee and other products 
making “specials” difficult to offe,, 
and with price ceilings eliminating 
bargains for the duration on most 
lines. 

In addition, the Sexton promotion 
includes a number of handsome 
books which are widely distributed 
and highly prized. One is an annua) 
diary, which includes recipes and 
other helpful information on insti- 
tutional food service, and another 
is a special book for dietitians 
which contains more quantity food 
recipes than can be found in any 
other volume. The Sexton program 
lays emphasis on scientific food se- 
lection and preparation, anticipat- 
ing by a good many years the na- 
| tional nutrition program in which 
|so many national advertisers have 
/recently enlisted. 
| “Because of our close association 
'with dietitians in hospitals and 
other large units of the institutional 
/ field,” explained Mr. Sexton, “we 
| have long been conscious of the 
|fact that purveyors must be in a 
position to advise their customers 
/on nutrition problems. The hospital 
patient must be fed with a view to 
the diet best suited for his condi- 
tion. The industrial worker must 
| be given food which will best sup- 


institutional use, was needed to ac-| ments of items of this kind by nor-| ply the energy required for his ex- 


complish this result there is no rea- | mal methods would be prohibitively | acting job. 


son to doubt. 
Mr. Sexton is proud of the fact 


|expensive, both of time and money, 
|every Sexton salesman outside of 


\from its basic enterprise of serving 
| the mass consumers grouped under 
the name of the institutional mar- 
|ket. In other words, the Sexton | 
banner has been carried forward al- 


because this publication 
gave them good coverage of the 


SCHOOL FEEDING 
FIELD — 


ways in the same direction, and at) 
a field that serves no time has it attempted to com- 
ete for the business of th 

10,000,000 Meals a Day | pete fo siness of the general 


/consumer by undertaking distribu- | 
and spends a quarter of 


| tion of its goods to the retail groc- | 
a Billion Dollars for Food a year. 


|of supply, 


| tacts 


that he started at the bottom in the | metropolitan areas drives a Chevro- 


company’s business and worked his | let truck. There are now more than | 


way to the top. He knows every) 100 of these in service, and this is 
item in the line and every source | how the plan works: 

and likewise is on a| When a salesman calls, he not 
personal basis, through sales con- | only solicits orders for substantial 
and correspondence, with | quantities which can be shipped in 
thousands of important buyers/|bulk by truck or freight, but also 


|throughout the great market his | pick-up or fill-in business which fre- 


company has served with such spec- | quently represents a “must” to the 


Hf you would like information on 
this large food outlet write to 


PRACTICAL HOME ECONOMICS 
468 Fourth Ave. New York City 


(ery trade, 

Because of the fact that it occu- 
| pies such a unique and commanding 
| position in the institutional field, 
where food consumption is esti- 
|mated at 1% billion dollars a year, 
‘John Sexton & Co. controls all of 


DAILY OR 


New York Chicage Philadelphia 


232, 


NET PAID DAILY 
(Daily Average —12 Months Ending Sept. 30, 1942) 


LARGEST CIRCULATION 


IN NEW YORK STATE 
OUTSIDE OF MANHATTAN 


BUFFALO EVENING NEWS 


Edward H. Butler, Editor and Publisher 


Buffalo's Only Evening Newspaper 


KELLY-SMITH CO., National Representatives 
Detroit 


987 


SUNDAY 


Boston Atlanta San Francisco 


ee 


tacular success. And he knows 
}every salesman in the organization 
| by his first name. 


Must Know Buyers’ Problems 


Most salesmen for wholesale gro- 
cers are referred to by many manu- 
facturers by the somewhat unflat- 


tering term of order-takers. Sexton | 
salesmen are a lot more—first be- | 


cause they are specialists who have 
studied the particular requirements 
of each type of buyer in the institu- 
tional field, and second because they 


and facilities te render service not 
available elsewhere. That is where 
Mr. Sexton’s sales philosophy comes 
into the picture. 


“Sending out a salesman who’s | 


|unprepared to discuss the buyer’s 
| problems intelligently is murder,” 
says Mr. Sexton. “That’s why every 
;man we want to represent us gets 
six months’ training before he 
touches an order-book and _ starts 
making calls. He goes through the 
order-filling department, familiar- 
|izing himself with all of the mer- 
chandise which he is expected later 
to present to buyers: works on 
trucks, helping to deliver the goods 
and making sure of their arrival on 
schedule and in good condition, and 
in addition receives regular class- 
room training, through a series of 
lectures both by executives of the 
business and outside authorities 
who are brought in for the pur- 
pose, so as to master the theory as 
well as the practice of successful 
|food merchandising in the institu- 
tional field.” 


Aims at Small Orders 


Perhaps that is why there is such 
a small turnover in the Sexton sales 
organization. Men who are well 
prepared are usually successful, and 
Sexton salesmen in most cases have 
been with the house a large part 
of their business lives. New men 
are constantly being trained to take 
the place of those who have 
dropped out because of age, en- 
trance into government service or 


transfer to executive duties. (Inci- 
dentally, Bill Sexton, son of the 
president of the company, started 


are well equipped through training | 


buyer and therefore an accommoda- 
tion which he appreciates. The 
| salesman, who has a compact terri- 
tory covered frequently, includes 
| these small orders in his next trip, 
j}and thus in a few days replenishes 
| the stock of the customer in need 
‘of immediate service. Naturally 
when he has larger orders to place, 
the Sexton 

the business. 


A Prominent Advertiser 


Because of the obvious 
value of this type of service, Sexton 
salesmen do not regard themselves 
as having been demoted to the posi- 
tion of truck driver or wagon sales- 
men. They make no sales direct 


from their trucks, but deliver only | 
They | 


goods previously ordered. 
know by experience that this is a 
kind of service which makes them 
indispensable to harried buyers for 


restaurants, hotels, soda fountains, | 
hospitals and industrial cafeterias, | 
|and that they are therefore doubly 


welcome. 

Sexton salesmen are backed with 
the most vigorous and all-inclusive 
advertising addressed to _ institu- 
tional food buyers by any company, 
either wholesaler or manufacturer. 
When Sherman Sexton became 
sales manager of his company 25 
years ago, he took charge of the 
advertising department, which at 
that time had a modest budget and 
few established policies. He found 
that advertising provided an intro- 
duction for his men which made 
their work easier, and his program 


has now been expanded to the point | § 
where his 4-color back cover adver- | = 


tisements are the outstanding copy 
in most of the leading publications 
in the field. 

“I believe in advertising for the 
reason that our experience shows it 
is an economical method of building 
prestige and acceptance throughout 
the market,” said Mr. Sexton. “Our 
magazine copy is largely institu- 
tional, though each of our adver- 
| tisements features some 
specialty. The main idea, however, 
is to familiarize our field with the 
Edelweiss brand which appears on 
most of our products, and to make 


salesman usually gets | 


sales | 


attractive | 


The school cafeteria 
/must provide, at minimum cost, a 
|diet suitable for growing children. 
Authentic Dietary Advice 


| “Thus we constantly consult with 
| the ablest professional dietitians to 

make sure that we have the best 
lavailable information regarding 
food values and the dietary needs 
of various classes of consumers 
served by our customers. We find 
restaurants and other’ establish- 
ments serving the public rapidly 
getting in line on the subject of 
|food values in their menus, and 
|we regard ourselves as having a 
|real opportunity to make a valuable 
|contribution to the dietary stand- 

ards of the country through our 
| work with the managers of many 
| large mass consumer units.” 

The war has created special prob- 
lems for John Sexton & Co., includ- 
ing taking good care of the No. 1 
customer, Uncle Sam. Sexton has 
| been called on frequently to handle 
emergency shipments for specific 
|military purposes, and in spite of 
time limits frequently set far be- 
low customary standards, has come 


AG cynssiFieo at 


KAUFMANN FABRY 


425 8S. WABASH AVE, CHICAGO 
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pon ” 


through with flying colors. Inci- 
dentally, Sherman Sexton is one of 
those who is convinced that our 
men are the best fed soldiers in 
the world. 

One of the most effective promo- 


| 


tional devices used over the years | 


by John Sexton & Co. is exhibits 
at shows held in connection with 
the numerous conventions which 
have been a feature of the institu- 
tional field. Sherman Sexton em- 


phasized this type of promotion | postwar planning on the basis of 


ADVERTISING AGE 


| American countries. The plan would | 

o \help this country’s postwar trade 

Postwar Planning with countries to the South by) 

|studying conditions and building a| 

How Business and Industry Are Preparing friendly attitude by knowing what 
for a Peacetime World customers there want. 
Edited by RALPH O. McGRAW ? -* * 

: ee | In order that proper health and} 
to help provide the additional out-| safety standards may be incorpo-| 
put required. — |rated in destroyed plants that will 
7 ‘be rebuilt in the war zones after 
| peace, a model safety code for fac- 


Seeks Employment 
Balence in Postwar Era 


One large manufacturer of durable 
consumer goods is approaching its 


% 


Guesses as to the postwar picture 


even before formal exhibits were | how much employment it will have|"Y are being made, reports Knit | national Labor Office which now has 


held by the associations, arranging | to provide to maintain the economic Goods Weekly, and one speculation headquarters 


elaborate displays of 


Edelweiss | balance of its community. The first is that the output will consist of | Ainsworth, assistant 
. . . . . g 
products in hotel rooms and invit-| thing it did was to survey its em- 25% 


in Montreal. Cyril 
secretary of 


nylons, 25% silks, and 50% | the American Standards Association, 


s “AV — ic fi s |; . se 
ing buyers to sample them. During! ployes as to whether they were rayons and other synthetic fibers |is one of four American represen- 


the past year Sexton had exhibits} planning, if possible, to stay with | [he publication, 
at nearly 50 conventions, covering |the company after the war. 


hotel, resteurant, hospital, school 
and other primary fields. 


Conventions Called a Help 


“While ODT has strongly recom- 
mended eliminating conventions as 
a means of reducing the load on our 
transportation system,” said Mr. 
Sexton, “I believe it would be de- 
sirable to maintain at least a few 
of the national shows in the prin- 
cipal fields. Such displays would 
enable buyers to cover many of 
their requirements, to acquaint 
themselves with the special condi- 
tions affecting their supplies in each 
line, and to reduce direct traveling 
by salesmen. As a means of econ- 
omizing transportation facilities, 
the show has much in its favor.” 

Sherman Sexton, in spite of 25 
years as general sales manager and 
company head, is only 50 years old. 
He is young in his attitude toward 
business problems, which to him 
represent opportunities, and young 
in his zest for tackling new jobs. 
That is why, in spite of the tre- 
mendous growth of the Sexton 
business under his direction, it is 
not difficult to agree with his op- 


| 


timistic statement that the future | 


offers even greater opportunities 
for every business which is pre- 
pared to render a more efficient 
service of distribution. 


RCA Mfg. Unit Is 
Merged with RCA 


Radio Corporation of 
has announced that its 
owned subsidiary, RCA Mfg. Com- 
pany, has been consolidated with 
the parent company, and will here- 
after be known as the RCA Victor 


America | 
wholly | 


Division of Radio Corporation of | 


America. 


Names Strickland 


Amzie Strickland has been ap- | 
pointed promotion and publicity di- | 


rector of Station WJWC, Hammond, 


Ind. Miss Strickland formerly was | 


a radio writer and commentator. 
and played ingenue roles on net- 
work shows in Chicago. 


_ The Time to Buy in 
Central Pennsylvania ; 


THE “MID-POINT” ON YOUR DIAL 


— 


York, Pennsylvania « Nat. Rep. The Walker Co. 


Thousands ...in prosperous Cen- 
tral Pennsylvania and Northern 
Maryland . . . listen to WSBA. 
It’s proved by .. . 
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however, feels | tatives. 
| 


Since | there will be a minimum of 50% | 

converting to 100% war work, the |nylons with improved rayons or | 
s 1 Sa |synthetic fibers taking over where 

company doubled its employment | akin ot ail with 


and 75% of the workers said they | nylons 


The School of Architecture, Co- 


silk | discussion group which will attempt 


would like to continue with the | @ither out of the picture or reduced | to find the answers to postwar ques- | Branch, Ont. 


company after the war, thus in-| to an inconsiderable percentage, de-| 
creasing the normal employment by | pending largely on the duration and profession, according to New Pencil 
the company by 50%. |ferocity of the war in the Far East. Points. A program of sixteen meet- 
With this figure as a basis, the * * *@ ings is being planned. The imme- 
company is planning its postwar | ; 
production accordingly, but will not|tioned in South American cities, the members of the group with some 
rely on its normal consumer goods|separate from the consulates, are Of the problems with which archi- 
products for all of the necessary | advocated by Dr. Edward G. Sim-| tects are faced in preparing them- 
increase in output to provide the | mons, vice-president, Pan-American |selves for postwar planning work. 
needed employment after the war.) Life Insurance Company, who ot . 2s 
It is now in the process of preparing | recently made extensive studies of| Questions relating to the steps 
a line of new industrial equipment this country’s relations with Latin! necessary today for securing a com- 


llumbia University, is establishing a | 


| 
| 


petitive distribution system after the 
war will be discussed by trade asso- 
ciation executives as part of a three- 
day meeting in Washington, Jan. 
19-21, with the Senate committee on 


| small business. 


Bathrick to Washington 

D. U. Bathrick, formerly general 
sales manager of Pontiac Motor 
Division, assumed charge of the 
Washington office of General Motors 


of the full-fashioned hosiery indus- | tories is being drafted by the Inter-| Corporation on Jan. 1. He succeeds 


. H. Grant, vice-president of Gen- 
eral Motors, who is returning to 
Detroit to resume his former duties. 
Mr. Grant will continue to super- 
vise the activities of the Washington 
office. 


‘Heads Public Relations 


Alex M. Miller has been appointed 
director of public and employe rela- 
tions for Smail Arms Ltd., Long 
Mr. Miller recently 


tions confronting the architectural had been regional oil controller for 


Windsor, and formerly was adver- 


| tising manager of Chrysler Corpora- 
|tion of Canada, Windsor, Ont. 


Trade missions permanently sta- | diate objectives will be to acquaint| BAQPLOYEE 


IDENTIFICATION BADGES 


TRANSPARENT IDENTIFICATION 
CARD CASES 


Write for Catalog 
ST. LOUIS BUTTON COMPANY 


nufacturers 
415 LUCAS AVE. ST. LOUIS, MO’ 


t 
% 
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Ae WAKA ironies: 


Your Advertising and the War 


Carrying on with this war effort calls for 
more than the momentary striking power 
of our armies, the navy and our present 
war equipment. In addition, the concerted 
cooperation of the entire population is re- 
quired. Keeping the home front vibrantly 
alert to the need for cooperation and per- 
sonal sacrifice is a most important part of 
the war effort and provides an outlet for 
the high talents and tremendous influence 
of America’s advertisers. 


important ways the home front can help 
win the war—through conservation, volun- 
tary rationing, salvaging needed materials, 
health precautions, and by cooperating in 
a hundred different ways. 

Whether your advertising is in the form 
of a machine-gun-like battery of direct 
mail folders and booklets, or a heavy artil- 
lery barrage of pages in national magazines 
or newspapers, your Government will wel- 
come its assistance. 

Through the Office of War Information 
you may obtain suggestions for your wartime 
advertising and information on all Govern- 
ment Campaigns which are designed to in- 
form civilians on the help the Country 
needs from its every man, woman and child. 


KIMBERLY-CLARK CORPORATION 


With your advertising you can give your 
Country invaluable assistance and at the 
same time increase your prestige. You can 
do this by throwing the weight of your 
“duration advertising” into the dissemina- 
tion of information on the many vitally 


Manufacturers of Printing Papers Since 1872 — 
NEENAH, WISCONSIN = 
NEW YORK: 122 E. 42nd St. ° CHICAGO: 8 S. Michigan Ave. . LOS ANGELES: 510 W. 6th St. 
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January 11, 1943 


Advertising Gains 
for Industrial 
Field Seen for 43 


44°/, Show Budgets Up 
While 18°, Indicate 
Decrease for Year 


Chicago, Jan. 7.—Industrial ad- 
vertising, which has paced the ad- 
vertising field during the past year, 
will probably hit new peaks during 
1943, a study of industrial advertis- 
ing appropriations, just completed 
by Industrial Marketing, and re- 
ported in the January issue of that 
publication, reveals. 


Almost half of the industrial ad-| 


vertisers replying to a detailed 
questionnaire on 1943 budgets sent 
out by the publication will increase 
their appropriations during 1943, as 


compared with 1942, Industrial 
Marketing reports. The _ actual 
percentage of advertisers whose 


budgets will be larger is 44, while 
38% report appropriations un- 
changed from 1942, and 18% report 
their advertising volume will be 
smaller than last year. 


Few Changes Made 


The segment which is increasing | 


its appropriations will boost adver- 
tising by from 3 to 150%, the aver- 
age projected increase being 26.8%. 
On the other hand, those who ex- 
pect to decrease their appropriations 
will also make substantial changes. 
projected cuts ranging from 14 to 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


30%, with an average decrease of] ADVERTISING VOLUME FOR DECEMBER ISSUES OF INDUSTRIAL, TRADE, AND CLASS 


| Generally speaking, only slight 
|changes in the distribution of these 
budgets by types of media were re- 
|corded. Advertisers using technical 


|and industrial publications, for ex- | 


of their 
for space in 


jample, will spend 34.3% 
‘total appropriations 
| these media, 
year. Advertisers 
business publications, however, plan 
to spend 21.1% of their appropria- 
tions in these media as against 
13.7% last year; advertisers using 
general magazines will devote 
23% of their budgets to this me- 
dium, instead of 19.1% last year. 
|Those using newspapers, on the 
other hand, plan to spend only 2.3% 
of their budgets for space in this 
|medium, as against 4.4% last year. 

Advertisers who make use of cat- 
alogs and product literature will 
step up their appropriations for this 
type of activity slightly, while those 
using direct mail and house organs 
will decrease the percentage spent 
on this item somewhat. 

Industrial advertisers, always 
noted for their practical and factual 
copy, will go in even more strongly 
for copy of this type during 1943, 
|returns to Industrial Marketing 
|indicate. Comparatively little copy 
|which is definitely institutional in 
japproach will be used. “Several 
|advertisers are in the unusual posi- 
tion of being able to make deliveries 
of their products,” Industrial Mar- 
keting reports, and in these cases 
| these facts will be fully emphasized, 
|along with straight selling copy on 
the product. 


Product Copy Coming 


Conservation, how to get the most 
out of tools and machines, technical 
information about production meth- 


ods and processes, new product 
applications, substitutes, and main- 
tenance suggestions will comprise 


the bulk of industrial copy themes 
this year. In a number of cases, 
even though orders cannot be filled, 
product copy 
to keep the equipment in the pic- 
ture for unforeseen developments in 
connection with postwar markets. 
One advertiser commented: “We 
feel institutional advertising is of 
small value and that maintenance, 
salvage and other’ special war 
themes have been overworked. We 


—directly, concretely—even when | 
demand exceeds supply.” 

Industrial advertisers using gen- 
eral magazines and newspapers 
indicate that much of their adver- 
tising in these media will be devoted 
to spreading public policy messages, 
_while others desire the widest possi- 


feel the job of advertising is to sell | 


->A SPECIALIZED GROUP 


THOROUGHLY 
DEALER-CONSUM 


TRAINED IK 
ER PSYCHOLOGY. 


>> COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
PRODUCTION CRAFTSMANSHIP 
--TO PRODUCE DISPLAYS 
LOADED WITH SELLING POWER 


LITHOGRKAPHED DISPLAYS 


as against 34.5% last. 
using general | 


will be used, chiefly | 


| 


— 


PAPERS AND TOTALS FOR 1942 AND 1941 


Unless otherwise noted, all publications are monthlies a nd have standard 7x10-inch type page 


December 
Pages 


Industrial Group 
eee 264 


| Air Conditioning & Refrig- 


eration News (w) (11%x16) §28 
American Builder & Build- 


er Mee, cGbsedsdsaserede 44 
American Machinist (bi-w) 450 
Architectural Forum ...... 63 
Architectural Record ..... 40 
Automotive & Aviation In- 

dustries (bi-w) ......... 161 
PD. 5 Gite C0 du 4Od ee be wes 286 
Bakers’ Helper (e.0.w.).... 89 
Brick & Clay Record....... *20 
Bus Transportation ....... 64 
Ceramic Industry ......... *40 
Chemical & Engineering 

DP: c4 bed dab00% 0400006 44 
Chemical Industries ....... 68 
Chemical & Metallurgical 

OCU sg .éacenesees 207 
Civil Engineering ......... 19 
ed toed 6460 eR eee < 98 
Construction Digest (bi-w) 51 
Construction Methods 

SORE +0 4%0e6008046 060% 80 
TE cc tn beak ecdd bene 0066 108 
Diesel Progess (8%x11).... 52 
Electric Light & Power.... 57 
Electrical Contracting .... 67 
Electrical South .........- 25 
Blectrical West ....cceess- 46 
Electrical World (w)...... 150 
Engineering & Mining Jrnl. 94 


Engineering News-Ree'rd (w) [230 


——— Year—— December ——Y ear- 
Pages Pages Pages 
1942 1941 1942 1941 1942 1941 1942 194 
i, <2  % 9 i ar §84 $92 1,601 1,( 
174 2,723 1,976 | Paper Trade Journal (w).. {/*110 *107 *1,428 *1.4 
Petroleum Engineer ...... 91 85 1,139 1,648 
38 261 413| Petroleum Refiner ........ 126 105 1,514 1,292 
i.e. 2. 2S *55 *48 *R809 *759 
61 G6 SAMNONRS he aii kes hv oh wae a was {371 359 2,568 24°; 
324 5,529 4,341 | Power Plant Engineering... 112 92 1,204 1,025 
72 952 1,107 | Practical Builder (10%x15) 8 10 170 199 
50 611 TORR Leareissavieneasece 39 29 524 {X88 
Product Engineering ...... 168 134 1,872 1,462 
110 1,721 1,308 | Products Finishing (4%x6%) 45 41 444 475 
160 2,585 Se ee es cece a kees 150 100 1,608 1,2°1 
84 1,143 1,369| Railway Age (w) ......... 156 149 2,217 2,244 
#24 *285 *278 | Railway Purchases & Stores 69 47 871 THO 
49 968 903 | Roads & Streets .......... 45 39 574 646 
*40 *528 *475 | Rock Products ............ 61 46 690 622 
Southern Power & Industry 97 92 1,006 G96 
29 530 Sew, WUD cubeteresiccsese 334 1289 4,076 3,273 
51 809 686 | Telephone Engineer .... P 36 29 467 371 
Telephony (w) ....... ous *83 *74 *1,100 950 
152 2,492 DOGS VOM eIe WORE. occ ccccccuss 111 110 1,419 1,451 
23 314 283 | Tool & Die Journal (4% x7%) 123 58 1,129 607 
89 990 973| The Tool Engineer........ 162 101 1,612 1,099 
43 656 641| Water Works Engineering 
OEE “sno eee 40% a0 00 62 63 679 602 
65 1,006 893 | Water Works & Sewerage.. 35 33 530 52} 
108 1,356 1,339 | Welding Engineer ........ 47 28 509 343 
41 533 434 | Western Construction News 69 47 799 "66 
55 768 TOS LE OOG. WOTMGE cccccccsc. : 47 44 535 563 
60 930 884 | Woodworking Digest 
13 302 331 (4%x6%) ....... *62 *50 *H84 "O42 
‘ = O6 an 
a oan ann a 10,055 8,515 116,914 104,220 
R86 1,108 1,055 Trade Group 
181 2,753 2.458} American Artisan ....... . a4 54 602 865 
American Druggist ....... 55 48 R64 38 


Factory Management & 


MaiInteNANGe «~...ccccceess 215 184 2,698 2,318 American Exporter ........ 100 105 1,520 1.836 
Food Industries .......... 87 85 946 g24| Boot & Shoe Recorder (w). °117 *230 "1345 *1,503 
EE as doasawendwiene « 127 111 1,588 1,259| Building Supply News..... 28 24 541 574 
Gas oe ee a 23 25 334 408 Commercial Car Journal... 101 81 1,377 1,188 
Gas Age Ce ee eee 51 53 625 776 Domestic Engineering tenes 55 61 669 S50 
Heating, Piping & Air Con- Farm Implement News (bi-w) 3 59 698 751 

ditioning PCT eeT Te Tee 65 51 853 s6g | Hardware Age (bi-w) ..... 87 69 1,645 1,728 
Heating & Ventilating..... 25 22 371 364 The Jewelers’ Circular— * ~ 
Industrial & Engineering Keystone ..... #1 65 966 964 

ee , ERC EC TERE 115 106 1,334 1,280 | Motor ......... ss 60 62 876 1,198 
Industry and Power........ &8 &5 1,060 1.002 | BEOtOr AGE ..ncseccsvcss 14 48 610 744 
Iren Age (w) ......:- aa 1567 419 6,640 5.361| Plumbing & Heating Jrnl.. 19 17 259 314 
re Me sda eee 28 35 485 608 | Sheet Metal Worker... : *30 *42 #455 *607 
Machine ra 151 109 1,516 1,169 | Southern Automotive Jrnl, 25 52 477 657 
Machine Tool Blue Book Southern Hardware + 42 31 546 567 

ESTEE TED cece ceewdgaenss 241 *232 3,161 *2,562| Sporting Goods Dealer. 30 16 570 768 
DE «Nn cnoaenackeneses 293 238 3,436 2,993 eae ......., “61 1,074 14,020 16,112 
Manufacturers Record .... *37 *36 *426 *450| class Group 
Marine Engineering & Ship- “ st Advertising Age (w) 

ping Review ............ 192 104 2,151 1,334] (19% x15)... ss. ee eee 117 101 1,114 1,076 
Mechanical Engineering .. 64 62 675 646 | American Funeral Director 33 38 454 nO] 
Mechanisation (A487 ie)... 58 ‘ 7 Sue +. American Restaurant 36 44 461 654 
Metal Finishing ...... “hs pp = 1 a 1 a Hospital Management 34 24 426 370 
Metal Progress ........... sd ety 149 | Hotel Management 32 29 522 643 
Metals oe Alloys ......... nel ae ars , oa | Industria] Marketing &5 65 846 728 
a Re ae 69 od 2,6 2,107 | . hes ac 4 242 78 
Mill Supplies 7....0.s.sc05 s306 4283 L:so1 iueog | Modern Hospital... . 8 ue te 
ae mn Machine Shop ne nn 08g | feu |Oral Hygiene (4x7 i). 116 100 1,339 = 1,273 

RR IERE EY Fhseseasenesers : ot ~~ =" | Restaurant Management . 33 32 $15 577 
Natl Petroleum News cw? +60 34 4. 917 | School Management 
National Provisioner (w).. 71 16 1,068 1,194 (9%%x11% oe & 10 121 132 
The New Pencil Points..... 44 55 623 754 | "Traffic World (w) 75 67 874 89] 
Oil & Gas Journal (w) : . 
Oll Weekly CW) wccsssccvss *132 *161 °1,731 *2,099 TOTAL sisees 691 624 8,128 8,445 

CORED auvrscinceseecsare §* 2300 $°322 °*3,183 °3,217 | —— 

Paper Industry and Paper §Includes special issue. “Includes classified advertising 

WROGEE “cb veces tases ceueve 59 63 740 718 | iiLast issue estimated, fFive issues. *Three issues. 


ble coverage with the aim of bring- 
ing their messages to the attention 
of possible postwar prospects who 
are at present unknown to them. 


Do Postwar Planning 


are already engaged in some form of 


postwar planning activity. One 
company reported an advertising 
campaign already prepared and 


ready to break within 24 hours after 


an armistice. Another is holding 
lengineering sessions one afternoon 
‘and one night a week to discuss 
|postwar projects, and is accepting 
jnon-specific orders in advance to 
|establish priority of delivery after 
ithe war. 

In more than half of the compa- 
|/nies reporting, some type of pro- 
|duction promotion program is in 
|force, with the advertising depart- | 
ment preparing literature, posters, 
‘employe publications, publicity, etc. 


Sets Up ‘43 Program 

| Bankers Life Company, Des 
Moines, Ia., has set up its advertis- 
ing program for 1943 with six ad- 
vertisements scheduled in each of 
ithe following: Country Gentleman 
The Saturday Evening Post and 
Time. 


Johnson Back to War Board 

Ross Johnson, advertising man- 
seer of Imperial Varnish & Color 
Company, Toronto, has been re-ap- 
pointed deputy administrator of 
wholesale trade of the Wartime 
Prices and Trade Board, Ottawa. 
Mr. Johnson returned to his com- 
pany last July after serving eight 
months with the board. 


Features Butter Rationing 
The initial announcement by the 
Wartime Prices and Trade Board 
Ottawa, regarding butter rationing 
in Canada, has been followed by 
newspaper copy carrying a “De- 
clarant’s Report” form to be filled 


in and forwarded to the local ra-'! 


tioning board 


A majority of companies replying | 


Business Paper 
Volume Up 8% 
for 1942 Period 


Chicago, Jan. 6.—Advertising vol- 
lume in business papers for the year 
1942 was 8% larger than during 
1941, according to the year-end tab- 
ulation appearing in the January 
issue of Industrial Marketing, which 
is reproduced on this page. The 
calculations are based on returns 
received from 116 papers. 

In December, the reporting busi- 
ness papers carried 14.6% more ad- 
vertising pages than during the 
same month of 1941. 

A breakdown of the increases for 
\the year shows that the 87 indus- 
trial papers measured made much 
the best relative showing, with in- 
| creases of 18.1% for December 
lissues, and total yearly increases 
\for 1942 of 12.2%. Trade or dealer 


publications, with 17 papers report- | 


ling, reflected uncertain conditions 
in the retail field by registering a 
loss of 10.5% for December issues 
and a loss of 13% for the year. 

The 12 class publications included 
in the tabulation showed an increase 
of 10.7% for December, but this was 
not large enough to overcome previ- 
ous losses, and the classification 
wound up the year with a loss of 
3.7%. 


Renames Rambeau 


William G. Rambeau Company 
has been reappointed national sales 
representative for Station WDGY, 
Minneapolis-St. Paul, which §sta- 
ition was formerly represented by 
Rambeau for three years, from 
January 1939, to December, 1941. 


Raises Sunday Price 

The Buffalo Courier-Express has 
increased the price of its Sunday 
edition from 10 to 12 cents a copy. 


The price of the daily remains at 
three cents a copy 


Campana Releases Copy 


| Cockfield, Brown & Co. will re- 
| lease 1943 advertising for Campana 
| balm for Campana Corporation, To- 
| ronto, to magazines and metropoli- 
tan papers. The campaign will be 
extended if the supply of raw ma- 
terials permits added production. 
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Surging Postwar 
Demand for All 
Furniture Seen 


(Continued from Page 1) 


ston went on to describe the fol- 
lowing developments which archi- 
tects envision in the postwar era: 

1. Homes built in the postwar 
world will be moderately priced, 
with 27% of the answers indicating 
a $4,000-$8,000 home, and half of 
the 27% cutting the maximum price 
down to $6,000. 

2. Homes will have fewer rooms, 
but the rooms will be larger and 
there will be more “dual purpose” 
rooms. The average family, the 
builders say, doesn’t want a large 
house. Another factor will be that 
of domestic help, which the build- 
ers don’t think will exist after the 
war, working on the theory that the 
butler who has become a tool de- 
signer doesn’t want to exchange his 
micrometer for madam’s tray. 

3. Dining rooms are definitely on 
the wane, in the architects’ opinion, 
and the one-time “heart of the 
home” has less place in postwar 
plans. 


Larger Living Rooms 


4. The room size question will be 
solved by larger “living” rooms, 
and smaller “sleeping’’ rooms, with 
the dual function rooms perhaps 
overlapping both of the historic 
functions. 

5. Finally, the house of the future 
will contain more built-in facilities. 
There is a need for such facilities, 
the architects say, because (a) they 
are more economical; (b) they offer 
more convenience; (c) they save 
space; and (d) they replace expen- 
sive furniture. 

Among the built-in contrivances 
will be china closets, washing ma- 
chines, breakfast nooks, and trays 
and shelves built into closets to 
serve instead of dressers. 


Sees Furniture Bonanza 


But, provided the furniture indus- 
try can square itself to meet the 
onslaught of new demands, the 
postwar era holds a potential bo- 
nanza, Mrs. Livingston thinks. Since 
research shows that furniture peaks 
follow building booms, and an in- 
crease in housing, both qualitative 
and quantitative, is a postwar goal 
for America, the furniture industry’s 
future seems assured. She quoted 
the figure used by the Federal Hous- 
ing Authority for the postwar goal: 
between 1 and 2 million units annu- 
ally for the next 10 years. 

Other speakers presented equally 
challenging, if not so sanguinary, 
views. J. C. McCarthy, managing 
director of the National Furniture 
Manufacturers Association, declared 
that the price situation in the fur- 
niture manufacturing field is criti- 
cal. “No question of making profits 
is involved,” he said, “but merely 
that of breaking even.” 

The principal problems facing the 
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manufacturer are those of transport | ture innovation of the present con- 
and labor. Mr. McCarthy lauded | flict. 

the work of railroads and other car- Frank Whiting, vice-president of 
riers, but confessed that the wad fv Furniture Mart, told the Mon- 
problem is still a thorn in the indus-|day luncheon that there had been 
try’s flesh. Experienced labor has | no controversy with ODT (no gov- 
been lured away; inexperienced re-|jernment officials appeared on the 
placements cannot get out the vol- | agenda, in compliance with ODT 
ume of production their predecessors | Director Joseph B. Eastman’s re- 
could, and production cost per unit | quest, ADVERTISING AGE, Jan. 4), and 
has risen sharply. The OPA does/that the ODT appreciated the mar- 
not allow the increase to be passed |ket’s cooperation in requesting only 
on to the consumer, and this is one| necessary attendance. 

of the inequities for which the fur- 
niture makers seek relief. 

The industry has made rapid He reiterated previously-voiced 
strides in converting its facilities to|sentiments that central markets 
war production, Mr. McCarthy de-|actually conserve transportation, 
clared, but added that there seems|since buyers are not forced to visit 
to be no requirement for the indus-|various manufacturers’ plants. 
try’s full facilities. Speaking of conversion, Mr. Whiting 

Sees Better Products estimated that 60% of the furniture 


makers are now engaged in some 
Like other forward-looking apos- | part in war production. 
tles of free enterprise, Mr. McCar- He hinted that statistics in the 
thy thinks the postwar world is one | furniture field were more encourag- 
in which better furniture products |ing than many observers or manu- 
will have sway. The war years, 


facturers would believe, but said 
though difficult, will lead to better | such statistics would not be released 
design and more ingenuity in de- 


in order to put ammunition in the 
vising new products, he believes.|hands of “those who may consider 
He recalled that one of the out- 


the furniture industry a non-essen- 
standing furniture developments of | tial.” 

the last war was the vastly im- Simultaneously, however, the fur- 
proved glues which were originated, |niture industry heard the results of 
and declared that plywood seemed|a survey by Seidman & Seidman, 
likely to be the outstanding furni-!an accounting company. Significant 


Conserve Transportation 


‘findings: Output of the furniture|of the items which bamboo once 
industry in 1942 dropped to $650 |ruled; and wood springs and wood 
|million compared with $740 million | baby carriages. 

|/in 1941; upholstered and springed 
| furniture felt the cut most, with 
wood furniture declining only 
| 8%; the greatest factor in reduc- 


‘tion of wood furniture production | ~~~ t 
| was a severe labor curtailment, oir oer Ren canoe re per we 
[with 18% fewer workers employed] predicted before the National Reta 
aes ae een a ee bee her | production in 1943 will be from 33% 
tat aor ae |to 50% below 1942 because of short- 
production, not sales, the wood- | 5s of wood, hardware and metal 
working furniture industry is not | tor springs “At that.” he said. “it 
easily converted to war work—only | sevtahel will b : aad ~ 
10% of the plants have switched; |CCrainY Win om 39 cow? me 
some forms of concentration and|* The ostion off th et om ‘ t 
standardization are certainly in| img gover Ag r : t aus nak te 
store for the industry. ae . . 
Widely-publicized _ efforts of oo Selenite oe — 
Chicago market officials to limit the | sentene consequence ” The om A f 
size of the mid-winter market seem | weed ae me ed Tone it P go 
to have met with little success. The | ‘enna - be At maohe ‘in ‘ome 
Rapids, the OPA boycott forced 


registration for the opening days 
indicated that the market was actu- manufacturers to accept orders for 
new types of furniture at open 


ally larger than the record attend- 
ance of the summer session. prices 
The ingenuity mentioned by Mr. : 

McCarthy was in plentiful evidence F f Cc T 
expertly analyzed and visualized for 
effective presentation to EMPLOYEES. 
Write for special WAR-TIMELY fold- 


at the marts, with the following 
replacement items shown: De- 
ers. 
*VISUALFACT 
2 West 46th Street, Ts 


Forecasts Drastic Cut 
In line with the drastic cuts which 
civilian economy is supposed to 
undergo in 1943, D. E. Rowe, vice- 


mountable furniture which can be 
packed in a six-foot box and shipped 
by the war worker to a new ad- 
dress; bent ash which is stained to 
resemble bamboo, once the king of 
porch and garden furniture, in most 
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Any performer knows that success depends on popularity in the gallery—and that they've 
got to hear you before they can like you. 5) And any space man knows that there 
are six million customers in the war-busy industrial area surrounding Pittsburgh, but that 
the city itself, small geographically, accounts for only 671,000 of them. E It takes 
KDKA to reach Pittsburgh and Allegheny County and the 70 tri-state counties which 


hold 60 towns of over 10,000 population. It takes 50,000 watts to reach the market you 


people and the dealers who matter to you. 
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Inject Real News: 
Into Kroger's 
Radio Serial 


Cincinnati, Jan. 7.—Kroger Gro- 
cery & Baking Company came out 
with a radio “first” this week—the 
first innovation in daytime serial 
programs for 1943—with word that 
spot news is going to figure heavily 
in its daily drama, “Mary Foster— 
the Editor’s Daughter.” 

Last year Kroger set a new pace 
in serials by combining popular 
music and dramatics in the five- 
times-a-week program, “Hearts in 
Harmony.” The new series, launched 
Monday over WGN, Chicago, and 
other stations in midwestern cities 
where Kroger operates stores, will 
disseminate timely news from the 
paper-strewn office of Henry Foster, 
fictional editor of the “Valley 
Springs Sentinel” in a small New 
England village. Up-to-the-minute 
reports will be used from the major 
news services, including Associated 
Press, United Press and Interna- 
tional News Service. 

Helen Kennedy, Kroger’s radio 
director, said the company’s radio 
listeners “are not only going to be 
well entertained, but also well in- 
formed.” Ralph H. Jones Company, 
Cincinnati, directs the Kroger ac- 
count. 


Weber Becomes Partner 
of West Coast Agency 


George Weber, manager of the 
agency’s Seattle office for the past 
five years, has been made a partner 
of Mac Wilkins & Cole, Inc., Port- 


land, and the company henceforth | 
will be known as Mac Wilkins, Cole | 


& Weber. 

Mr. Weber joined the then newly- 
organized agency in 1930. He served 
last year as president of the Seattle 
Advertising and Sales Club, and is 


chairman of the Washington chap- | 


ter of the Four A’s and a vice-presi- 
dent of the Pacific Advertising 
Association. 


BALTIMORE'S BLUE 
~ NETWORK 
OUTLET 


‘Siege Economy’ 
Not Yet in Sight, 
Weiner Declares 


(Continued from Page 1) 


that cannot find its way into con- 
sumers goods will go into such serv- 
ices as transportation, recreation, 
medical treatment, beauty service, 
repairs and maintenance of house- 
hold equipment. Expenditures for 
| these services are expected to sur- 
|pass the record 1942 levels, which 
|}exceeded 1941 by 5%. 

The magnitude of the drop in 
consumer durable goods is shown 
in the Civilian Supply division’s es- 
timates for steel used in durables 
in 1943, 250,000 tons. This is ap- 
proximately 2% of the 1940 level 
and is believed to be at absolute 
rock bottom. From this allotment 
|must come all repair parts for au- 
i\tomobiles, refrigerators, washing 
machines, appliances, and other 
goods not being manufactured. 


On Way Out 


Inventories of many of these 
litems have been available during 
| 1942, some have been rationed, bu 
| virtually all will disappear from thc 
shelves before the end of 1943. 
| Small stocks of washing machines, 
|s@éwing machines, electrical appli- 
‘ances, portable electric lamps and 
shades, radios and phonographs, bi- 
cycles, watches and razors are still 
available, but are fast disappearing. 


Count on Substitutes 


Substitute materials will play an 
‘increasing part in 1943. 
'sistant glass will replace metal in 


Heat-re- | 


| 
| 


| 


| 
| 


cooking utensils. Wood will replace | 


| metal in buckets, trays, washboards, 
|furniture, and paperboard and 
molded fiber will replace metals 
land plastics in an ever-increasing 
|group of household gadgets. 

Mr. Weiner emphasized that the 
Civilian Supply division would, in 
1943, continue to push standardiza- 
tion and simplification of consumers’ 
goods to make materials go further. 
Major changes will be felt in the 
food field. 

Already announced is point ra- 
tioning of canned goods. Already 
obvious are the shortages of dairy 
products and edible oils. To Army, 
Navy and Lend-Lease demands for 
meat during 1943 will be added a 
new factor, stockpiling for the even- 
tual feeding of starving Europeans. 
Cognizance of the power of food as 
a weapon will lead to building up 
huge stocks of dehydrated “protec- 
| tive foods,” of canned goods, of con- 
centrated protein foods such as 
dried eggs, cheese, edible oils. 


May Tighten Transport 


Transportation may become an 
important factor leading to disap- 
|pearance of California oranges and 
j lettuce from the East, to zoning of 
distribution areas between Idaho 
land Maine potatoes, and similar 
| products. 

Available stocks of cheese, butter, 


and ice cream for civilian consump- 
| tion will fall from 10 to 15%. Sugar, 
coffee, tea, candy, and chewing gum 
| will continue to be tight. 

All of these figures for lowered 
consumption depend upon greatly 
increased goals of agricultural pro- 
duction—with milk up 2%; meat 
16%; hogs 27%; lard 36%; beef and 
veal, 7%; chickens, 28%; eggs 8%; 
corn 4%; potatoes, 11%. Only 
wheat and certain less 
fresh vegetables will be down. 


Two Name Burton Browne 


fo. milk, fresh milk and cream. | 


| 


| 


essential | 
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Getting Personal 


If you’re having trouble locating your favorite cigar at the tobacco 
stores, blame it on Slocum Chapin, sales department, Station WJZ, 
New York. He’s still celebrating the birth of a baby daughter, Michele, 
on Dec. 30... 

The Sales Executives Club of New York has donated a station wagon 
ambulance to the Red Cross Motor Corps, purchased from profits on 
the sale of 2,000 tickets to the club’s eleventh annual Christmas party. 
SEC prexy Dr. Paul H. Nystrom made the presentation. . . 

Wedding bells rang Christmas Day for Lydia Hogle, with the pro- 
gram department of Station WDRC, Hartford, and John Gamble, 
medical department, USN... 

The pres. of Foote, Cone & Belding, successor to the recently-dis- 
solved Lord & Thomas, Emerson Foote, spends whatever spare time 
he can find playing tennis. Don Belding, chairman of the board, 


STAR PROMOTES SEAMEN'S AID. 


Looking direct at the cameraman is Madelaine Carroll, who has shelved a Holly- 

wood career to work for the United Seamen's Service, a cause for which she 

recently addressed the Art Directors Club of New York. With her are (left 

to right) Cecil Baumgarten, Morse International, and v.p. of the club; Edmund 

Witalis, Cosmopolitan; and the club pres., William A. Adriance Jr., Brooke, Smith, 
French & Dorrance. 


relaxes by running a schooner, while Fairfax M. Cone, another high 
executive, amuses himself by drawing cartoons... 

New chief of the War Manpower Commission’s bureau of placement, 
Lawrence A. Appley, is incidentally v.p. of Vick Chemical Company, 
New York... 

Early in December Corporal Michael J. Foster, formerly in the CBS 
publicity department, New York, reported at Camp Stewart, West 
Point, to work on the post newspaper. Then Mike went to Geiger 
Field, Spokane, where he wrote a column entitled “Dust from Engi- 
neers.” Now he’s probably writing “Dust from Japs” in bullets. . . 

The man with the hysterical face and star comedian of Cafe Society, 
Zero Mostel, was featured Jan. 7, when the Advertising Women of 
New York gave their regular Thursday evening party for the merchant 
marine. . . 

John F. Pollock, of True Story’s Chicago office, was proud on the 
night of Jan. 5 when he gave his daughter Elizabeth in marriage to 
Lt. Harold B. Keith of Kenilworth, Ill. The groom recently com- 
pleted his officer’s training, and will be stationed in California. . . 


~_ADMEN PLAN WAR EXHIBIT 


Planning the |2th annual art exhibit, which will stress the war theme, for the 

Philadelphia Art Directors’ club are (left to right) Ferd Obeck, Joseph Hoch- 

reiter, Frank Eltonhead, Carl Eichman, J. B. MacKenzie, president of the club, 
Barry Thompson, Frank Kilker and Vincent La Badessa. 


Among the better holiday cards was one from Maj. Thor M. Smith, 
U. S. Army air forces, now serving in England. Admen will recall 
the major as promotion manager of the San Francisco Call-Bulletin. 
Sent by V-Mail, it features an “intimate portrait’ of the sender, com- 
pletely disguised in flying jacket, helmet and gas mask. . . Another 
card was dispatched by Merrill C. (Babe) Meigs, portraying his return 
from Washington, holding a two-dollar check for his two years’ work 
with WPB—another way of announcing his return to the Hearst Corp. 
in. Chicago. . . 

Back on the Clipper from a considerably merrier England than in 
years heretofore came B. J. Perkins, European news director for Fair- 
¢thild Publications, after making a study in the beleaguered isle of 
tationing, concentration of industry, personnel and other war-born 
problems... 

Joseph E. Atkins, publisher of the Toronto Daily Star, celebrated his 
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Distribution Curbs | 
Harbor No Attack 
on Brands—Eastman 


Chicago, Jan. 7.—There is no 
ulterior threat to nationally adver. 
tised brands in the Office of Defense 
Transportation’s moves to change 
distribution practices, Joseph Bk. 
Eastman, ODT director, told the As- 
sociation of Commerce yesterday. 

In a speech reminiscent of Leon 
Henderson’s “you got me wrong, 
boys,” talks of yesteryear, Mr. 
Eastman declared: 

“I am told there is a rather wide- 
spread feeling that there is not suf- 
ficient need for such a disturbance 
of distribution, and suspicion—par- 
ticularly on the part of industries 
which have nationally advertised 
products —that there is some ul- 
terior purpose to accomplish, under 
cover of war necessity, some radical 
and permanent change in commer- 
cial and distribution practices.” 


“No Such Thing” 


“No such thing is in the range of 
my knowledge,” he said, adding “I 
have seen no trace of it in the War 
Production Board. We have noth- 
ing in mind beyond a saving in 
transportation for the duration.” 

In general, industrial efforts to 
conserve transportation have been 
“disappointing,” Mr. Eastman re- 
ported, with the notable exceptions 
of the pulp and paper and alcohol 
industries, which “have done excel- 
lent work and are saving a con- 
'siderable amount of transportation.” 

He urged that industries disabuse 
\themselves of the illusion of dis- 
tribution disturbance to gain covert 
|}economic ends, and added “I hope 
\that they will do the jobs them- 
\selves in their own way and not 
|leave it to be done, if dire necessity 
| requires, in a far cruder way by my 
| office and the transportation division 
\of WPB.” 


Ask FCC Approval of 
New Owners for WEMP 


| The Federal Communications 
|Commission has taken under con- 
sideration an application by the 
Milwaukee Broadcasting Company, 
operator of Station WEMP, propos- 
ing transfer of its license to a part- 
nership which includes Sen. Robert 
|M. LaFollette and Leo T. Crowley, 
jalien property custodian and chair- 
}man of the Federal Deposit Insur- 
-ance Corporation. 

The proposed new owners were 
|said to have purchased the 48% 
stock of the Milwaukee company 
held by Gene T. Dyer, owner of Sta- 
tion WAIT, Chicago, and former 
commercial manager of WEMP. 


eueryone falls for 
EYE” CATCHERS 
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“The Cracxpot” 


If you want outstanding photos to make peo 
read your ads FIRST, subscribe to EYE 
CATCHERS. 

“Every agency encounters jobs where the 
advertiser is not willing to authorize ine 
vidual photographs. Your service meets the 
requirements most effectively.” 


77th birthday on Dec. 23... 

<apt. Stanton G. Marquardt, formerly with the Marquardt agency, 
Des Moines, has been promoted to major at Ft. Riley, Kan., where the 
former adman is serving as an intelligence and public relations 


| Lafayette Radio Corporation and 
Lafayette Camera Company, Chi- 
cago and Atlanta, have placed their | 


advertising with Burton Browne Baer Ad 


jof Quigley Publishing Company. 


Advertising, Chicago. Business officer. . “es 
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yapers moe national Gaosaiaas will Frank O. Carlson, a member of the adv. dept. of the Beloit Iron oon. ~ Seevere Se see a 
be used. Works, Beloit, Wis., was married on Christmas Day to Fern Gwen- to Saskatchewan—even in wartime. Nothing 

——___—— dolyn Erickson. . . wold” Wales onary geeueion sina. Gal 
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George H. Roede , Gen. Manag er Transferred to Coast Lee Brantley, v.p. and a director of Crowell-Collier, was the speaker | $5 a_month (fits war-time budgets) on unia 

> AO ci iti Tan atthiat Gin tom for the Jan. 5 session of the Los Angeles adclub, and on a cogent | details yo No obligations.” Clis th 

_ _Netional Representatives: | publications r hee been scomatervedel subject for the times, viz., ““What’s your name worth?” . . . William | ad to your letterhead and mail to 
‘Ss SPOT SALES, INC. to the West Coast as vice-president Poélje, head of Pollyea Advertising, Terre Haute, Ind., is now city ad | FYE* CATCHERS INC 10 E. 38th § 
f pasa: Voit <a Stes ancien in charge of the Hollywood office, manager—but the job’s honorary, since the city allows no advertising | ’ ° New York City 
appropriation. . . 
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Joseph Hamilton, 
Chicago Agency 


Founder, Dies 


Chicago, Jan. 6.—Joseph R. Ham- 
ilton, who retired in 1939 from 
active management of the Chicago 
advertising agency bearing his 
name, died Jan. 2 in Billings Hospi- 
tal after a brief illness. He was 
65 years old. 

Mr. Hamilton, who began his 
career as reporter for one of the 
San Francisco newspapers and edi- 
tor of a small liberal paper, later 
became advertising manager of de- 
partment stores in the West Coast 
city and in Kansas City. Going to 
Philadelphia, Mr. Hamilton became 
advertising manager of the John 
Wanamaker store in that city. 

In 1910, the agency president 
came to Chicago, acting several 
years as advertising counsel for the 
Hearst interests and a number of 
Chicago stores and companies. He 
incorperated the J. R. Hamilton 
Advertising Agency in 1918. 

Mr. Hamilton went to Washing- 
ton after relinquishing active con- 
trol of the agency three years ago, 
serving as director of information 
for the Works Progress Administra- 
tion. Following his return from the 
capital he spent a limited amount of 
time in the agency’s office here. 

Executives of the agency said 
that the name, management, per- 


sonnel and policies are to remain 
unchanged. 


R. L. HURST 


Laguna Beach Cal., Jan. 5.—Ray- 
mond L. Hurst, 53, vice-president in 
charge of the San 
Francisco office 
| of Batten, Bar- 
ton, Durstine & 
| Osborn, died at 
his home here 
| Dec. 30 after a 

three months’ ill- 
ness. 

He formerly 
was manager of 
the agency’s Chi- 
cago office, and 
previously had 
been an execu- 
tive with Lord & 
Thomas, Street Railways Advertis- 
ing Company and the Curtis Pub- 
lishing Company in Chicago. He 
was with BBDO from 1922 to 1935, 
rejoining the agency in 1939. 


J. C. KIRKWOOD 

Toronto, Jan. 5.—John C. Kirk- 
wood, 74, who retired several years 
ago as editor of Marketing, died at 
his home here Jan. 3. 

Mr. Kirkwood joined MacLean 
Publishing Company in 1903, later 
spent several years in Britain, and 
returned to Toronto in 1911 to 
establish a Canadian branch of the 
J. Walter Thompson Company. Re- 
turning to England in 1917, he 
joined the St. James Advertising 
Agency, coming back to Canada 
in 1930 to take the’ editorial 
position he held until his retire- 


R. L. Hurst 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


9894 


ment. Friends in the advertising 
and newspaper field honored him 
with a special testimonial last Oct. 
16, when he received greetings from 
leaders throughout the Dominion. 


DAVID E. BLOCH 

Bronxville, N. Y., Jan. 5.—David 
E. Bloch, 56, former advertising 
manager of Globe-Wernicke Com- 
pany, Cincinnati, O., died here 
today. 


L. W. ROWLAND 

Philadelphia, Jan. 4.—Leslie W. 
Rowland, head of the medical text- 
book division of J. B. Lippincott, 
died Jan. 2 at his home in Swarth- 
more. He was 51. 

Prior to his connection with Lip- 
pincott, Mr. Rowland had been pro- 
motion manager of the Cincinnati 
Enquirer and advertising director of 
the American Express Company. 


E. J. LYNETT 

Scranton, Pa., Jan. 5—Edward J. 
Lynett, 86, editor and publisher of 
the Scranton Times for 47 years, 
died Jan. 1. He had owned the 
Times since 1885. 


WASHINGTON FLEXNER 
Chicago, Jan. 5. — Washington 

Flexner, 74, president of Lincoln 

Printing Company, died at the Bilt- 


more Hotel, New York, while on a 
business trip in the East. He came 
to Chicago in 1916 from Louisville, 
Ky., where he formerly was pub- 
lisher of the Louisville Herald. 


JOHN H. SINES | 


Trenton, N. J., Jan. 5.—John H. 
Sines, 72, secretary of the Trenton 
Times Publishing Company and 
managing editor of the Trenton 
publications for a quarter of a cen- 
tury, died Jan. 1 after a long ill- 
ness. 


RALPH B. HUBER 


Petersburg, Va., Jan. 5.—Ralph 
B. Huber, 54, president and general 
manager of the Petersburg News- 
paper Corporation and publisher of 
the Petersburg Progress-Index, died 
at his home here yesterday. He 
became associated with the Prog- 
ress-Index as business manager in 
1919. 


Wins ‘Variety’ Award 
Variety has named Station WJR, 
Detroit, as the radio station which 
contributed most to the war effort 
during 1942, and has presented the 
station with the “Showmanagement 
Plaque.” This is the second year in 
succession that the award has gone 
to WJR, which won last year’s 
plaque for its public service to the 
community and the nation. 


Blanchard Succeeds Rose 


as ‘Monitor’ Ad Manager 

M. Alvah Blan- 
chard, formerly 
assistant adver- 
tising manager, of 
the Christian 
Science Monitor, 
has been named 
advertising man- 
ager, succeeding 
Norman S. Rose, 
who is retiring 
after 21 years’ 
service. 

Prior to his 
connection with 
the Monitor, Mr. M. Alvah Blanchard 
Blanchard was 
associated in a managerial capacity 
with the Conde Nast publications. 
He successively held positions as as- 


Knowlson Leaves WPB 


James S. Knowlson has resigned 
as vice-chairman of the War Pro- 
duction Board, and has resumed his 
|duties as president and chairman of 
the board of Stewart-Warner Cor- 
poration, Chicago. Donald M. Nel- 
son, chairman of WPB, said he was 
retaining Mr. Knowlson with the 
WPB organization on a “when actu- 
ally employed” basis, so that he 


= could be called in as a consultant 


or special assistant from time to 
time. 


Y & R Promotes Three 
Members of Statf 


Young & Rubicam, New York, 
has named Milford J. Baker and 
Frank Fagan, account executives, as 


sistant eastern advertising manager | vice-presidents and account super- 


of the Monitor in New York City 


visors. Mr. Baker has been with 


and western advertising manager in | Y&R for 18 years and Mr. Fagan for 


the Chicago office. 
manager. 


Martens Resigns from 
Personal Products 


William C. Martens has resigned 
as treasurer and director of Personal 
Milltown, 
N. J. Mr. Martens has served Per- 
sonal Products or its mother com- 


Products Corporation, 


From 1934 to|nine years. 
1939 he was national advertising 


Hubbell Robinson has been ad- 
vanced to associate director of radio. 
He has been a member of the radio 
department for 13 years. 


Send for our 

3) ). “WRITE HIM TODAY” 
pa PACKET 

“S as shown this week in the 


pany, Johnson & Johnson, for nearly | ~~ “=“ LAKE SHORE BANK 


16 years. 


- WINDOW 


Future plans will be announced | CALDWELL LETTER SERVICE 


shortly by Mr. Martens. 


TRIBUNE TOWER SUP. 8154 


your sales message to 


six” advantages. 


ae co ae 


a te es * 


NEW YORK SUBWAY ADVERTISING—on a three-shift-a-day 
war-production schedule —selling day and night, seven days 
a week—is more than ever the key to success in selling New 
York as gas-rationed riders swell monthly circulation to the 
record-breaking average of 160,000,000... 


And even before gas rationing led to more riders and longer 
rides, the average ride was 6.6 miles, allowing 23 minutes for 
“register.” 


These are indications of subways’ penetration—their overall 
coverage plus persistent continuity and others of their “all 


| Say it fast, say it often, 
| show your product in the NEW YORK 


rationing. 


trips a month. 


Trve Color iden 


product in use anc 


subway routes. 


ONLY SUBWAYS GIVE ALL SIX: 


Maximum Coverage—nine out of ten adult New Yorkers 
rode the subways in a typical month—even before gas 


Daily Repetition—the average rider takes more than 26 


Prolonged Exposure—average trip exceeds 23 minutes. 


—by showing your package and 
in full color, assures instant and 


unfailing recognition—gives appetite appeal. 
Point-of-Sale Inflvence—stores are concentrated on 
Economy —Cost of subway car cards travelling with con- 


sumers, 4.6¢ per thousand circulation. Cost of subway 
station platform posters, 1.8¢ per thousand. 


to) | / 
VG 


to sell the New York Market 
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1943 


WPB Orders Slash 
Paper Use; 10% Is 


General Average 


Four New Edicts Are 
in Pattern of Publishing 
Cuts Made Last Week 


Washington, D. C., Jan. 8.—The 
War Production Board, in four 
sweeping orders, today limited the 


production of paper for various uses | 


on a sliding scale, and set definite 
consumption levels for the use of 
paper in commercial printing, pack- 
aging and converted paper products. 
(Newspapers and magazines were 
limited to approximately 90% of 
their 1942 consumption under or- 
ders issued Dec. 31, as reported in 
ADVERTISING AGE, Jan. 5.) 

Use of paper in commercial print- 
ing by printers, but not by end con- 
sumers, was established by Limita- 
tion Order L-21, which restricts the 
amount of paper a printer may put 
into production during any calen- 
dar quarter of 1943 to either of two 
figures: 


90% Rule Holds 


1—Not in excess of 224%% of the 
gross weight of paper used by him 
during the base period, 1941. 

2—Or not in excess of 90% of 
the paper used by him during the 
corresponding calendar quarter of 
the base period. 

In neither case may he exceed 
90% of his total 1942 consumption 
in 1943. 

“Printed matter” means any pa- 
per-like subject with ink applied 
to it by relief, planographic, intaglio, 
silk screen, mimeograph, or other 
stencil processes. “Put into produc- 
tion or process” means the first ap- 
plication of ink to paper in the pro- 
duction of printed matter. 

Exempted from the order is any 
printed matter produced for the 
United States government or state, 
county, or municipal governments, 
and paper covered by other orders, 
such as magazines and newspapers. 


Packaging Order Issued 


Packaging Order L-239, covering 
folding and set up paper boxes, is 
designed to save approximately 
225,000 tons of paper, 10% of 1942 


EVEN THOUGH 
LUCKY STRIKE GREEN 
HAS GONE TO WAR, 
|1HAVENOT.... 


And I'm not green 

or yellow either 

by a long shot. 

The learned medicos 
discovered that | 

have a minor ailment 
and gave me a physical 
4-f. 

But there's nothing 
wrong with the I-A 
brain the Lord gave me. 


| want to enlist it 
immediately in the 
Copywriter's Corps. 
Advertising can help 
win the war and | can 


help Advertising. 


"Preserve The American Way" 
“Purchase a Bond today" 


Well, | just did. And if 

a struggling free-lancer 
can, so can you. And you 
can use a good writer 
just as surely as Uncle 

can use the money you 
put in Bonds .. . 


| am a University man, 
single, 25, and willing 
to work wherever an 

opportunity awaits me. 


Box 3893 
Advertising Age, N. Y. C. 


use, by confining the use of folding 
and setup boxes to “essential pack- 
aging” and by simplifying design 
and eliminating frills in many cases. 
The order does not apply to manu- 
facture of corrugated or fiber ship- 
ping containers. 
Provisions include: 
1—Elimination of dummy boxes 
for display purposes. 
2—Elimination of boxes for the 
packaging of alcoholic beverages. 
3—A 35% reduction in production 
of boxes used by retailers for retail 
distribution. 
4—Restrictions on the quality of 
paper board used in Christmas and 
'other seasonal “gift” packages. 
5—Elimination of the use of metal 
handles, nails, nailing clips or fas- 
teners for mailing containers. 
6—Manufacture of boxes having 
a content capacity of less than one 
pound for butter, lard, and oleo- 
margarine is prohibited. 
7—Factory-packed ice cream will 
be limited to one pint, one quart 
and larger sizes. 


8—Cracker and baked _ goods 
boxes are standardized in _ size, 
shape, openings, and flaps, and 


quality of boxboard. 

Quality and size restrictions were 
also placed on boxes for envelopes 
and stationery. 

Conservation Order M-241-A per- 
mits the use of from 50 to 110% of 
the paper used in some converted 
paper products in 1942, and stops 


Feb. 15. 


| Advertising Streamers Out 


Among the articles in which use 
of pulp, paper, or paperboard will 
be prohibited are _ advertising 
streamers for window displays and 
'decoration; shirt displays; coasters 
and mats such as commonly used for 
beer advertising in hotels and tav- 
erns; non-commercial decalcomania 
transfers; card table covers; albums 
and album covers; matchbook cov- 
ers; punchboards; poker chips; win- 


cards; costumes; party decorations 
and novelties; doilies; laundry spe- 


cards. 
Paper in toilet paper may be used 
at 110% of 1942 consumption. Con- 
sumption at 100% of 1942 will be 
permitted in_ tablets, 
pads and toilet seat covers. 
Consumption at 90% of 
|levels will be allowed for dishes, 
plates, spoons, envelopes, expansion 
pockets, 
\fly paper, 


index tabs, household 


manufacture of other products after | 


dow drapes; Venetian blinds; coin | 


ADVERTISING AGE 


January 11, 


F ull Text of Paper Limitation Orders 


MAGAZINE ORDER 
Title 32—National Defense 
Chapter [IX—War Production Board 
Subchapter B—Director General for 
Operations 
Part 3133—Printing & Publishing 
General Limitation Order L-244 
The fulfillment of requirements for 
the defense of the United States has cre- 
ated a shortage of the supply of print 
paper for defense, for private account 
and for export; and the following order 
is deemed necessary and appropriate in 


the public interest and to promote the 
national defense: 
Section 3133.15 — General Limitation 


Order L-244. 

(a) Definitions. 
this order: 

(1) “Person” means any individual, 
partnership, association, business trust, 
corporation, governmental corporation or 
agency or any organized group of per- 
sons, whether incorporated or not. 

(2) “Magazine” means any periodical 
recognized as a magazine in the maga- 
zine industry, regardless of frequency 
of issue. 

(3) “Printing’’ means the act or proc- 
ess of printing, impressing or otherwise 
transferring onto print paper any ink, 
color, pigment, mark, character or de- 
lineation. 

(4) “Publisher” shall include, but not 
by way of limitation, any person issu- 
ing one or more magazines. 

(5) “Print paper’ means any grade 
or quality of paper used in the printing 
of a magazine, or used in the printing 
of material physically incorporated into 
a magazine. 


For the purpose of 


(6) “Base period” means the year 
1942, 
(7) “Director” means the Director 


|after January 1, 


General for Operations. 

(b) General Restrictions. 
1943: 
No publisher shall use, 


On and 


(1) or cause 


|to be used for his account print paper 


| for 


cialties; table decorations; and place | 


notebooks, | 


| pose, 
| 


the printing of his magazine or 
magazines, during any calendar quarter 
in excess of 22%% of the amount of 
print paper used by him or for his ac- 
count, for such purpose, during the base 
period; provided that a publisher may, 
in any calendar quarter, use up to 5% 
more than his quarterly quota for such 
purpose, the excess to be deducted from 
the quota of the succeeding calendar 
|quarter; and provided further, that a 
publisher may, in any calendar quarter, 
use additional print paper for such pur- 
equivalent to the less-than-quota 
usage of any preceding calendar quar- 
ter. 

(c) Exceptions. The restrictions of 
paragraph (b) hereof shall not apply 
|}to any publisher who shall use, on and 
jafter January 1, 1943, 25 tons or less 
of print paper in any calendar quarter 
for the 


printing of his magazine or 
magazines. 
(d) Miscellaneous Provisions 
(1) Applicability of Priorities Regu- 


lations. This order and all transactions 
| affected thereby are subject to all appli- 


1942 | cable provisions of the Priorities Regu- 


| lations of the War Production Board, as 
amended from time to time. 
(2) Reports. All persons affected by 


facial tissue, file folders, | this order shall execute and file with 


the War Production Board such reports 
and questionnaires as the Director shall 


|rolls, paper stationery ribbon, salt} from time to time require. 


/and pepper shakers, and waxed pa-| 


| per. 


js papers at 50%. 

| General 

|M-241 permits expansion of the pro- 
|duction of paper from approxi- 
/mately 3,800,000 tons per calendar 
ris to 4,100,000 tons. 

| 


The Cut Parade 


Percentages for different types of 
|production are: Newspaper print, 
/90; ground wood papers, 80; book 
| papers, 80; writing papers, 90; wrap- 
ping paper, 85; tissue paper, 100; 
absorbent papers, 80; container 
board, 100; folding box board, etc., 
80; setup box boards, etc., 80; card- 
board, 80; special industrial boards, 
90. 

Unrestricted are cigaret paper, 
photographic paper, currency paper, 
,container board from waste build- 
ing papers, sanitary napkins and 
wadding stock. 

The War Production Board has 
selected Alley and Richards, Boston, 
to conduct a special regional promo- 
tional campaign to stimulate lumber 
production in New England. The 
agency serving. voluntarily 
through the Advertising Council. 


Adclub Installs Stovel 


Howard Stovel, advertising direc- 


is 


tor of the Tribune, Oakland, Cal., 
has been installed as president of 
the Oakland Advertising Club. 


Other officers elected for the com- 
ing year are: Phil Ray, advertising 


and promotion manager, Oakland 
Chamber of Commerce, first vice- 


president; Frank Tebbs, advertising 
director, H. C. Capwell Company, 
second vice-president; and Merle 
Brothers, Retail Merchants Associa- 
tion, secretary-treasurer. 


Conservation Order 


(3) Records. All persons affected by 


Chair seat covers and photo | this order shall keep and preserve for 
|mounts are set at 75%, and decora- | 


not less than two years accurate and 
complete records concerning their in- 
| ventory, use and sales of print paper, 


| subject to the inspection of the duly 
| authorized representative of the War 
| Production soard. 

(4) Appeals. Any appeal from the 
provisions of this Order shall be made 
by filing a letter in triplicate, referring 
|}to the particular provision appealed 
from, stating fully the grounds of the 
appeal. 

(5) Communications to the War Pro- 
duction Board. All reports required to 
| be filed hereunder and all communica- 
|} tions concerning this order shall, unless 
otherwise directed, be addressed to: 

“War Production Board 
Printing & Publishing Division 
Washington, D. C. Ref: L-244”" 

(e) Violations. Any person who wil- 
fully violates any provision of this order, 
or who, in connection with this 
wilfully conceals a 
nishes false information to any depart- 
ment agency of the United States 
guilty of crime, and upon conviction may 
be punished by fine or imprisonment. In 
addition, any such person may be pro- 
hibited from making or obtaining 
ther deliveries of, o1 


or is 


using, material under priority control 
and may be deprived of priorities assist- | 
ance 

Issued this 31st day of December, 
1942 


ERNEST KANZLER, 
Director General for Operations 


NEWSPAPER ORDER 
Title 32—National Defense 
Chapter IX—War Production Board 
Subchapter B—Director General for 
Operations 
Part 3133—Printing and Publishing 
General Limitation Order L-240 


The fulfillment of requirements for the 
defense of the United States has cre- 
ated a shortage of the supply of print 
paper tor defense for private account 
and for export; and the following order 
s deemed necessary and appropriate in 
the publi interest and to promote the 
national defens 

Sectior 3133.6 General Limitation 


Order L-240 


(3) To compensate for the amount 
jof print paper lost to a publisher in 
the publication of his newspaper or 


j}and questionnaires as the Director shall 
| from 


| this 
order, | 
material fact or fur- | : 
jand sales of print 


fur- | 
from processing or | 


} partment or 


(a) Definitions. 
this order: 

(1) “Person” means any individual, 
partnership, association, business, trust, 
corporation, governmental corporation or 
agency or any organized group of per- 
sons, whether incorporated or not. 


For the purposes of 


(2) “Newspaper” shall include any 
publication usually recognized as a 
newspaper in the newspaper industry 


regardless of the frequency of issuance. 

(3) “Printing” means the act or proc- 
ess of printing, impressing or otherwise 
transferring onto print paper any ink, 
color, pigment, mark, character or de- 
lineation. 

(4) “Publisher” shall include, but not 
by way of limitation, any person issu- 
ing a newspaper. 

(5) “Print paper’ means any grade 
or quality of paper used in the printing 
of a newspaper, or used in the printing 
of material physically incorporated into 
a newspaper. 

(6) “Net paid circulation” means the 
sales of a publisher’s newspaper or 
newspapers audited, or otherwise veri- 
fied, in accordance with the standards 
of the Audit Bureau of Circulations of 
January 1, 1942. 


(7) “Base Period” means the year 
1941. 

(8) “Director’’ means the Director 
General for Operations. 

(b) General Restrictions. On and 


after January 1, 1943: 

(1) No publisher, or any person for 
his account, shall purchase, acquire or 
in any manner accept delivery of print 
paper except for the printing of the pub- 
lisher’s newspaper or newspapers. 

(2) No publisher shall use, or cause 
to be used for his account, print paper 
for the printing of any newspaper or 
newspapers during any calendar quarter 
in excess of 50% of the amount of print 
paper used by him, or for his account, 
in the printing of the net paid circula- 
tion of his said newspaper or news- 
papers during the corresponding calen- 
dar quarter of the base period. 


newspapers in the form of wrappers cov- 
ering print paper delivered to him by 
his supplier, and that lost to him 
through damage in transit and in print- 
ing spoilage, the publisher may add to 
the total quarterly amount of print pa- 
per authorized by subparagraph (1) and 
(2) of this paragraph, 3% of the total 
amount of print paper used by him in 
the printing of the net paid circulation 
of his said newspaper or newspapers 
during the corresponding calendar quar- 
ter of the base period. 

(c) Exceptions. The provisions of 
paragraph (b) (1) and (2) hereof, are 
inapplicable to: 


(1) Any publisher who shall use on 
and after January 1, 1943, 25 tons or 


less of print paper in any calendar quar- 
ter for the printing of his newspaper or 
papers. Any such publisher is author- 
ized, in addition, to deduct from the ton- 
nage of print paper used in any calen- 
dar quarter after January 1, 1943, the 
amount of print paper represented by 
copies of his newspaper or newspapers 


which he shall furnish to the Armed 
Services of the United States. 
(2) Any newspaper of eight pages or 


authorized to be admitted to the 
mails as second class matter under the 
provisions of Section 521 or the Postal 
Laws and Regulations of 1940 (Title 39 
U.S.C, Sec, 229), pertaining to the pub- 
lications of benevolent, fraternal, trade 
unions, professional, literary, historical, 
and scientific organizations or societies. 

(d) Loans of Print Paper. Any loan 
of print paper made by a publisher shall 
be reported by addressing a letter in 
triplicate to the War Production Board 
on or before the 30th day following the 
date of said loan. 

(e) Miscellaneous Provisions. 

(1) Applicability of Priorities Regu- 
lations. This order and all transactions 
affected thereby are subject to all appli- 
cable provisions of the Priorities Regu- 
lations of the War Production Board, as 
amended from time to time. 


less 


(2) Reports. All persons affected by 
this order shall execute and file with 
the War Production Board such reports 


time to time 
(3) Records. All persons affected by 
order shall keep and preserve for 
not than two years accurate and 
complete records of their inventory, use 
paper, subject to the 
inspection of the duly authorized repre- 
sentative of the War Production Board. 
(4) Appeals. All appeals from the pro- 
visions of this order shall be made by 
filing a letter in triplicate, referring to 
the particular provision appealed from, 
and stating fully the grounds of the ap- 
peal 
(5) 


require 


less 


War Pro- 
required to 
communica- 
shall, unless 


Communications to the 
duction Board. All reports 
be filed hereunder and all 
tions concerning this order 
otherwise directed, be addressed to 
“War Production Board 
Printing and Publishing Division 
Washington, D. C Ref: L-240" 
(f) Violttions. Any person who wil- 


fully violates any provision of this 
der, or who, in connection with this 
der, wilfully conceals a 


furnishes 


or- 
or- | 
material fact or | 
information to any de- 
agency of the United States 
of a crime, and upon convic- 
be punished by fine or impris- 
In addition, any such person | 
prohibited from making or 


false 
is guilty 
tion may 
onment. 


may be ob- 


taining further deliveries of, or fro; 
processing or using, material under p; 
ority control and may be deprived , 
priorities assistance. 

Issued this 3lst 
1942. 


day of December 


ERNEST KANZLER, 
Director General for Operatior 


Congress Asked to 
Vote for Postwar 
Planning Group 


Washington, D. C., Jan. 6.—Post- 
war planning jumped into the spot- 
light of the 78th Congress at its 
opening session today when Rep 
Karl Mundt, Republican of South 
Dakota, introduced a bill to creat 
a 32-member Postwar Planning 
Comunission. 

Responsibility of the commission 
would be to make studies and 
recommendations on the peace aims 
of the United States, the proper 
position of this country in world 
affairs in the postwar era, and the 
domestic policies which must pre- 
vail after the war. 

Representative Mundt suggested 
that such a commission representing 
both the legislative and executive 
branches of the government, should 
consider both foreign and domestic 
political and economic policy be- 
cause of the important bearing they 
have on each other. 

“Neither our foreign policy nor 
our domestic policy can operate in 
a vacuum after the war,” he said. 
“I hope Congress will adopt my 
proposal to make realistic, biparti- 
san, non-political studies of post- 
war foreign and domestic proposals 
to the end that American and all 
the world can benefit from recom- 
mendations worked out in such an 
atmosphere of serious-minded, non- 
sensational deliberation on the most 
significant problems ever facing this 
republic.” 

Membership of the commission, 
under terms of the bill, would in- 
clude eight senators and eight rep- 
resentatives, evenly divided by 
political parties, eight citizens 
chosen by Secretary of State 
Cordell Hull, and eight citizens 
chosen by former President Her- 
bert Hoover. The non-congres- 
sional members would be divided 
among representatives of agricul- 
ture, business, labor, and industry 
and by geographical areas. An 
initial annual appropriation of 
$100,000 for expenses and profes- 
sional, technical, clerical, steno- 
graphic and other employes is pro- 
vided in the bill. 


Enquirer’ Boosts Price 

Starting with the Jan. 3 issue, the 
Cincinnati Enquirer has raised the 
price of its Sunday edition from 10 
to 12 cents. There will be no change 
in the price of the daily, which re- 
mains at 3 cents. 


THERE CAN BE 


BUT GF CHOICE 


AWE Omaha’ 
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Weedmes of the World Ute leverence Society 


JOHN J. GILLIN, JR., GEN'L MGR. 


JOHN BLAIR CO., REPRESENTATIVES 


MONTREAL 


TORONTO 
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J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 
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‘Harvard Study’ 
Patrons Skeptical 


of New Research 


Nothing Can be 
Gained by NICB 
Project, Says Weld 


New York, Jan. 6.—Skepticism 
over the ultimate value of the new 
“social and economic aspects of ad- 
vertising” study, currently being 
whipped into shape by the National 
Industrial Conference Board, (Ap- 
VERTISING AGE, Dec. 28) was evinced 
this week by several sources inti- 
mately connected with the similar 
Harvard research conducted a year 
ago. 

While thorough analysis of the 
new project by spokesmen for the 
Association of National Advertisers 
and Advertising Research Founda- 
tion, patrons of the Harvard study, 
has been tempered somewhat by a 
haziness as to the board’s future 
program, they pointed rather sadly 
to their own experience. 


In Huge Textbook 


The Harvard study under the 
tutelage of Neil Borden, it has been 
pointed out, was in effect a pioneer- 
ing movement, which succeeded in- 
sofar as recording accurately the 
social and economic aspects of ad- 
vertising. However, the findings of 
the study were not published in a 
form which facilitated passing on 
of the knowledge gained. 

The resultant material was spread 
over 1,000 pages between two thick 
covers in typical textbook style, and 
presented a challenge to anybody 
desiring to learn about the study. 

These same sources have viewed 
the NICB study with grave appre- 
hension, since it is feared further 
research may tend to duplicate a 
lack of reader appeal, in which case 
the proposed study would be a 
waste of time and incidentally a 
waste of $200,000, a sum far in ex- 
cess of that consumed by the Har- 
vard study. 


Are Pessimistic 


Typical of the attitude of the 
critics was this statement: “I want 
to know why they are conducting 
the study and after that I want to 
know what they intend doing with 
it once the study is completed. If 
they are merely going to put it in 
volume form and then slap the 
volume on a shelf to be avidly di- 
gested by literary bookworms, I 
cannot see the point.” 

“That was one of the main trou- 
bles with the Harvard study,” this 
same spokesman said. “It was ade- 
quate enough but once it was fin- 
ished very few people had courage 
enough to read it. It would be in- 
teresting, to say the least, to know 


just how many sponsors of this new 


undertaking have actually read the 
Harvard report.” 

One source at the Advertising 
Research Foundation said, “It is 
simple enough to buy up plenty of 
facts if you have the money, but 
almost paradoxically you cannot 


MARIA KRAMER 
HOTEL 


and not a care... 


von LINCOLN 


44th to 45th Street at 8th Ave. 


1400 Pine ah Radio ree 


John L. Horgan, Gen. Mer. Cl 6-4500 
| Special Rates fo Men in the Armed Forces. 


“Help Wanted,” 
cash with order. 


$4.75 per inch. 


Salve tsi 
Market 


The rates for this department are as follows: 
“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimun charge $1. 


“Representatives Wanted,” and 


Terme 


All other classifications (single insertion rates): % in., $2.75; 1 to 8 in.., 


HELP WANTED ; 

Wanted: Experienced editorial lay- 
out man or woman for monthly mag- 
azine. State experience, age, refer- 
ences, salary expected. 

Box 3901, ADVERTISING AGE, N. Y. 
Magazines in the mass circulation 
field have vacancy for a Promotion 
Manager, located in New York. A cre- 
ator of promotional ideas with well- 
rounded advertising experience. Give 
details which will be held in full con- 
fidence. Our personnel know of this 
advertisement, 


Box 3900, ADVERTISING AGE, N. Y. 
CREATIVE COPYWRITER AND 
LAYOUT MAN with proven ability. 


Experienced in men’s wear advertis- 
ing—gained thru former agency, de- 
partment or men's store employment. 
Nominal salary to start—permanent 
position with nationally known firm. 
in own handwriting, write complete 
personal and business history, draft 
status, and salary expected. Include 
recent photograph, and a brochure of 
printed pieces created by you in the 


past. We will return your samples. 
Box 3896, ADVERTISING AGE, Chgo. 

; ; Copywriter : 
Gen'l. major agcy. exp. Write semi- 
tech. and gen’l. consumer copy, $7000 


to 10,000, 

COPYWRITER—Agcy. food exp., $10,- 
000 

COPYWRITER—Agcy. 


exp., $3,900 


2 INDUSTRIAL COPYWRITERS—to 
$4,000 
MKT. RESEARCH—mfe. $4,500 


ACCT. 
$6,000 
No obligation to register 
Sinclair-Masterson Personnel 
310 S. Michigan Ave.—Suite 1749 
Chicago—HAR. 6003 

POSITIONS WANTED 
ADVERTISING MANAGER, Marketing 
Analyst, 10 years western branch 
large oil corp, seeks agency connec- 
tion or assistant’s position national 
firm. Thorough Knowledge media, 
campaign development, ad construc- 
tion, promotion to sales force. 37. 
married, 3 children, draft status 3A. 
U. of Missouri Journalism grad. 
Box 3895, ADVERTISING AGE, 
Available — Advertising manager or 
executive; agency, industrial, direct 
mail; years successful experience, 
over draft age. 

tox 3899, ADVERTISING AGE, 


EXEC.—New business, 


copy, 


Chgo. | 


Chegeo. | 


ss POSITIONS WANTED 


PUBLISHERS ATTENTION 
If you are open for competent sales, 
advertising representative in Metro- 
politan New York, here is a trained 
Publisher's sales executive available. 
Will maintain own office, knows 
agencies, fully realizes importance of 
contacting all factors. Christian, 50, 
over 25 years training. Either com- 
mission or retainer basis. 
Box 3902, ADVERTISING AGE, N. Y. 


WANT TO BUY interest in small ad- 
vertising agency. Wide agency and 
publication experience. Would handle 
copy, production, inside management. 
Draft exempt. 

Box 3894, ADVERTISING AGE, Chgo. 


Top-Flight 
VISUALIZER 
Specialist in creating fine tissue and 
comprehensive layouts extremely 
fast and versatile with wide experi- 
ence on national accounts both as 
finished artist and Art Director. Now 
employed in Midwest. Draft 4-H, will 

sacrifice on salary. 
Box 3898, ADVERTISING AGE, Chgo. 


A KEY MAN in advertising 
ment of large Chicago 
ready for bigger job. 
advertising (four with agencies) 
have sharpened his copy to a fine, 
persuasive point, made him an unusu- 
ally effective letter-writer, given him 
sound knowledge of production. 
Thirty-four, draft exempt. 

Box 3897, ADVERTISING AGE, Chgo. 
New York Publishers—do you need a 
good salesman for the Mid-West? 
have been connected with a Chicago 
publication for over 10 years that now 
requires only half my time. I will be 
in New York January 12 to 20 and can 
be reached there through Advertising 


Age office. 
ADVERTISING AGE, N. Y. 


30x 3904, 
Desires position with mfg. of con- 
sumer gds, as Ad. Mer. or Asst. Sales 


depart- 
company is 
Seven years in 


Mer. 1 yr. ad. agcy., 5 yrs. Ad. Mgr. 
national mfg. producing material 
that increased sales—conducted re- 
search that resulted in better prod- 
ucts—knows how to coordinate adv. 
with merchandising to obtain best 
results at lowest cost—has planned 


successful sales campaigns—designed 
display material. Single—now located 
|in Mass.—Draft exempt—Age 30. 

Box 3903, ADVERTISING AGE, Chgo. 


purchase knowledge. 
learn the facts and if findings of any 
study are presented in mummified 
form, acquiring knowledge becomes 
quite a difficult task.” 


Manpower Need Cited 


Also debated in connection with 
the current study was the man- 
|power problem. “The individuals 
| drafted to undertake necessary re- 
;search must be prepared to give 
|everything they have to it,” another 


critic declared. “They must be able | 


ito utilize their facts by converting 
'them into knowledge. This, too, is 
ino easy job.” This spokesman out- 
‘lined various methods of acquiring 
| knowledge and cited the case of a 


|prominent executive, who through | 


the years became extremely well 
informed by retaining constantly at 


arm’s length an individual described 


only as a veritable storehouse of 
knowledge. “That’s one way of do- 
ing it, but it takes a lot of time,” he 
commented. 

L. D. H. Weld, director of reseach 
jat McCann-Erickson, Inc., liaison 


man for the widow of Alfred W. 
Erickson, under whose grant the 
Harvard study was financed, is 


probably the most informed 
vidual concerning this research. 
He said the Harvard study should 
have been condensed into a 
or 20,000-word book and popular- 
ized. “I constantly requested those 
conducting the study to give more 
consideration to this method of 
handling,” he said. “Frankly I do 
not think there is much to gain by 
'embarking on further research.” 
Alluding once again to the Harvard 
study, Mr. Weld declared, “I do not 


HATS WHAT IN BOSTO 


17. 


very needs .. 


WCOP has a plan and program to fit your 
+ yours for the asking. 


WCOP - REPRESENTED by 
MEADLEY-REED CO. 


You have to| 


indi- | 


15,000 | 


think the conclusions of this study 
are definite enough, whether they 
‘are in favor of advertising or 
|against it.” 

Leonard Kuvin, administrative di- 
rector and director of economic re- 
search of the National Industrial 
Conference Board told ADVERTISING 
AcE that he intended to keep the 
press informed through the possible 
‘establishment of a special public 
|relations system, which would be 
conducted jointly by himself and 
another staff member. In this way, 
Mr. Kuvin said, it will be pos- 
sible to report on progress of the 
|study and at the same time derive 
ithe advantage of suggestions from 
members of the press. 

Subscriptions to the study con- 


tinue to flow in, although, he said, | 


|“it is difficult to determine what the 
\iatest figures are.” 


Advertisers Use 20,269 
Ld ‘ bed ’ 
Messages in ‘Register 

A total of 5,292 advertisers, who 
placed 20,269 separate advertise- 
ments, is represented in the re- 
|cently-published 1943 edition of the 
\“Thomas Register,” 33rd volume of 
ithe publication to be issued. 

The total represents a substantial 
gain for the register, which listed 
|4.453 advertisers, using 18,813 mes- 
sages, in the preceding edition. 


'N. Y. Post’ Adds Two 


Frank E. Rutledge and Elbridge 
B. Foskett have joined the national 


ladvertising department of the New | 


|\York Post. Mr. Rutledge was for- 
i\merly connected with the national 
| advertising department of Scripps- 
|'Howard Newspapers, New York, 
while Mr. Foskett was formerly 
with Badger & Browning, Boston, 
as an account executive. 


Syndicate Names Older 

| Universal Trade Press Syndicate 
| has appointed Andrew H. Older as 
jhead of its Washington, D. C., 
|bureau. Mr. Older has been repre- 
isenting the syndicate in Washing- 
‘ton since last January. 


| 
| 


' 


1| Jan. 


Renewals Dominate 
the New Year 
Radio Picture 


New York, Jan. 6.—Renewals of 
network programs for 1943 domi- 
nated the radio scene this week, 
with the National Broadcasting 
Company signing up half a dozen 
renewals and expanding. several 
daytime serials. 

The NBC shows to be continued 
for the coming year include the 
Cities Service concerts for Petro- 
leum Advisers, Inc., over 66 sta- 
tions, with Foote, Cone & Belding 
handling the contract; the “American 
Album of Familiar Music” for Bayer 
aspirin, using 72 stations, ‘““Manhat- 
tan Merry-Go-Round” for Dr. 
Lyon’s tooth paste over 69 stations, 
and “Waltz Time’ for Phillips Milk 
of Magnesia over 74 outlets, all 
handled by Blackett-Sample-Hum- 
mert. 

Molle shaving cream has renewed 
“Battle of the Sexes” over NBC 
through Young & Rubicam, and 
Philip Morris & Co. will continue 
“Johnny Presents” over 129 NBC 
stations. Biow Company is the 
agency for Philip Morris. 


Starts Eighth Year 


“Pepper Young’s Family,” serial 
of domestic life sponsored by Proc- 
ter & Gamble, will start its eighth 
year on NBC Jan. 15. Pedlar & 
Ryan is the agency. Four other 
P&G daytime serials will be ex- 
panded to the full NBC network 
18—“Ma Perkins,” “Road of 
Life,” “Right to Happiness’ and “Vic 
and Sade.” Procter & Gamble’s 
“Lone Journey,” on behalf of Dreft, 
will add 11 stations for a total of 
51. Agencies involved are Blackett- 
Sample-Hummert and Compton Ad- 
vertising. 


Tests Quiz Program 


Schutter Candy will try a new 
type of quiz program for its adven- 
ture into network advertising. Tak- 
ing 41 stations of the Columbia 
Broadcasting System, the show, 
“Colonel Stoopnagle’s Stooparoes,” 
will be aired Sundays beginning 
Jan. 10 from 1:45 to 2 p. m., EWT. 
The quiz contestants will be selected 
ewe the studio audience with first 


prize going to the one with the most 
wrong answers. Roche, Williams & 
|Cunnyngham directs the account. 


Skelly Expands News 


In addition to its regular week- 
day news periods over 22 midwest 
NBC stations, Skelly Oil Company 
has taken the corresponding Satur- 
day period to present a five-minute 
news review with its commentator, 
Alex Dreier, and a ten-minute por- 
tion to present the outstanding 
\“Farmer of the Week.” Henri, 
|Hurst & McDonald, Chicago, is the 
agency. 
Richfield Renews 
“Confidentially 


” 


Yours, Arthur 


| renewed for another 
eastern stations of 
|Broadcasting System by Richfield 
Oil Corporation. The program is 
aired from 7:30 to 7:45 p. m., EWT, 
Tuesday, Thursday and Saturday. 
Hixson-O’Donnell Advertising is the 
| agency. 


over 23 
the Mutual 


year 


Signs Sammy Kaye 


Beginning Jan. 27, the music of 
Sammy Kaye and his orchestra will 
hit the air lanes for P. Lorillard & 
Co. and Old Gold, superseding the 
baritone voice of Nelson Eddy. The 
time schedule remains the same: 8 
to 8:30 p. m., EWT, Wednesday 
|nights, over the full Columbia net- 
work with a repeat for the Pacific 
Coast at midnight, EWT. J. Walter 
Thompson Company directs the ac- 
count. 


Pearl Resigns 


On the heels of 
friction between “Information 
Please” talent and American To- 
bacco Company came the Jack Pearl 
rift with Schenley Wine Corpora- 
tion, and as of Jan. 6 Jack Pearl and 
Cliff Hall, because of dissatisfaction 


sponsor-artist 


| with the scripts provided them, will | 


‘ 


no longer bubble over for the bene- 
fit of Cresta Blanca wines. 

Present plans for the “Cresta 
Blanca Carnival” are to have Mor- 
ton Gould’s orchestra’s part in the 
show enlarged and make it a light 
musical. William H. Weintraub & 
Co. is the agency. 


Pall Mall Expands 


Effective Jan. 11, Gracie Fields 
will be heard for 15 minutes nightly, 
Monday through Friday, instead of 
the current five-minute show. Miss 
Fields is heard for Pall Mall cigar- 
ets over 126 stations of the Blue 
Network. New time schedule is 
10:15 to 10:30 p. m., EWT. The 
show was formerly aired at 9:55. 
Ruthrauff & Ryan, New York, is the 
agency. 


Capper Advances Two 


Capper Publications, Topeka, 
Kan., has promoted Milton Tabor 
and James Rankin to fill offices re- 
cently held by the late Charles 
Sessions. Mr. Tabor, editorial writer 
and feature columnist of the Topeka 
Daily Capital, has been named man- 
aging editor of the paper and also 
has been elected a trustee. Mr. 
Rankin, director of circulation, has 
been elected a member of the board 
of directors of Capper Publications, 
and a member of the board of the 
Topeka Newspaper Printing Com- 
pany. 


YOU PAY anyway! 


w Whether you realize it or not, 
you pay for good printing, en- 
graving, or ad-setting even if 
you don’t get it . . . You pay for 
it with the business you FAIL to 
secure when your advertising 
doesn’t-bring the desired results 
...You pay in many other ways 
not included in the invoice... 
Since you must pay anyway, 
why not insist upon the BEST in 
the FIRST place—thus saving 
considerable TIME, TROUBLE and 
MONEY... . Years of experience 
serving important advertising 
agencies and commercial con- 
cerns is at your command 
when you call FAITHORN. Our 
COMPLETE SERVICE—everything 
under ONE roof—is sure to help 


|Hale’s news commentary, has been | 


YOU. Let us demonstrate the value 
of this service on your next job. 


Simply phone Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


FITTING SHOES FOR 


The production 
requirements of 
this advertise- 
ment were pre- 
pared by the | = | 
Faithorn Corp. y 

for the Scholl 
Mfg. Company. 


PRINTING 


N28 Fe: Comte: Stop 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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Private Lines 


Point rationing of fresh meats 
may never be ordered. British offi- 
cials have warned the OPA that 
tinned meats have been rationed by 
points in England, but that fresh 
meat has been dealt out under the 
old coupon system. Frankly doubt- 
ful whether points rationing of fresh 
meat can succeed, the British don’t 
want to see the blame for failure to 
fall on “just another British innova- 
tion.” 

The food processing industry and 
the Office of War Information are 
putting the finishing touches on an 
industry-wide campaign to put 
across points rationing to consum- 
ers as well as push for higher farm 
production goals in 1943. 

ca * * 


Broadcasters hold little hope for 
any favorable legislation from the 
Senate’s investigation of James C. 
Petrillo, which opens Tuesday. They 
do expect, however, that Sen. 
Worth Clark, chairman of the inter- 
state commerce subcommittee, will 
be able to force the AFM president 
to tell what he wants to get from 
whom. Unusual in labor circles is a 
walkout in which no demands have 
been made and no union recognition 
of working conditions of the em- 
ployers (recording companies) are 
at stake. 

* * a 

Wartime was the ideal time for 
the AFM to launch its recording 
ban, from the standpoint of Petrillo. 
Every musician who loses his job as 
the result of the ban can find other 
employment, instead of becoming a 
charge of the union’s relief fund. 
Thus, Petrillo is set to wage a long 
battle without serious financial im- 
pact on the union. 

a * * 

Representative Cox’s_ resolution 
calling for an investigation of the 
FCC, submitted on the first day of 
the new Congress, is expected to re- 
main on the calendar without ac- 
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ASSOCIATED CHICAGO ARTSTS INC. 
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tion throughout the present session, 
just as it did during the 77th Con- 
gress. 

a * oe 

You can take it for granted that 
some of the national and state taxes 
on margarine, and some of the re- 
strictions on its sale, will be with- 
drawn as butter for civilian use be- 
comes scarcer. The margarine 
makers themselves are being care- 
ful not to raise too much fuss, but 
they have powerful groups, includ- 
ing governmental authorities, be- 
hind them. Latest straw in the 
wind is a long article in the Dec. 31 
Domestic Commerce, Department of 
Commerce organ, by John E. Kane, 
headed, “Margarine Restrictions—A 
Burden Upon Consumers and Upon 
Industry.” 

* * * 

Two straws in the wind: A lead- 
ing maker of mechanical refriger- 
ators, whose advertising has been 
virtually non-existent during the 
past year, is reported giving serious 
consideration to a major campaign 
which would get under way shortly. 
And a prominent meat packer who 
has done little meat promotion for 
several years, is wondering if some 
advertising now might not improve 
his competitive position when sell- 
ing again becomes necessary. 

* * © 

At least one advertiser is now 
convinced that the Treasury meant 
business when it said that advertis- 
ing appropriations will be approved 
if reasonable. Anxious to increase 
advertising to some degree, but 
afraid to proceed without official 
approval, he submitted his plans to 
the bureau of internal revenue, and 
was told that he would hear from 
them on a certain day. On pre- 
cisely the day mentioned, the mail- 
man brought him formal approval 
of his plans. 


Goodrich Promotes Rees 


F. J. Rees, advertising and sales 
promotion manager of B. F. Good- 
rich Company’s associated tires and 
accessories division, has been named 
sales manager of special accounts of 
that division. He succeeds M. G. 
Huntington, who is now in Wash- 
ington, D. C., as manager of the 
company’s national sales and service 
division offices there. 


Has Financial Supplement 


On Jan. 7 the Toronto Globe and 
Mail published its annual financial 
supplement, known as “The Voice 
of Business.” The 60-page supple- 
ment covered every aspect of busi- 
ness in the Dominion during 1942, 
and presented the views of leaders 
in all main industries on the prob- 
lems and outlook for 1943. 
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ties of others under him. 


writing only. 


Uncle Sam. Address Karl 


TO A PUBLICITY AND PROMOTION MAN-- 
Who Is On The Way Up 


thoroughly schooled in radio publicity and promotion, 
who is probably now doing a splendid job for a reputable 
station, agency or advertiser. 
not a "shifter"—but his present opportunities are limited, and 
he feels the urge to “spread his wings” in a larger organiza- 
tion where his talents can be more profitably utilized. 


This man is adequately educated, well versed in media pro- 

motion, trade journal and newspaper advertising, direct mail, 

sales presentations—and the mechanics of all phases of pub- 
licity. And he is tremendously enthusiastic about radio. 


He is a family man who enjoys his home, wants to settle 
down permanently in a community and become a part of it. 
He possesses the judgment and stability to direct the activi- 


For such a man, there is a place at Radio Station KMBC of 
Kansas City. Under the leadership of Arthur B. Church, 
President, KMBC has earned an enviable reputation in this 
major market as well as in the radio industry as a whole. 


If you are interested, write us, giving detailed information 
about yourself—age, exact draft status, educational back- 
ground, employment record, salary, religion, etc. 
Your reply will be held in strict confidence. 
This advertisement is with the full knowledge of our staff and 

our present Publicity Director who is going to work for 

Koerper, 
KMBC, Pickwick Hotel, Kansas City, Mo. 


“up-and-coming young man, 


He is perfectly happy and is 


Apply in 


Managing Director, 


Nugent Reveals 
Full Details of 
Postwar Plans 


(Continued from Page 1) 


nue for fighting the war over and 
above those raised by taxation or 
war bond sales. 

3. To build up a backlog of defi- 
nite orders for such consumer dur- 
able goods now disappearing from 
the market as automobiles, refrig- 
erators, pianos, oil burners, and 
automatic stokers, thus assuring 
rapid and steady re-employment 
after the war. 


Other Relief Planned 


4. To preserve the core of a sell- 
ing and instalment financing struc- 
ture for these industries to assist in 
rapid postwar conversion and ex- 
pansion. (At the same time to pro- 
vide a measure of relief for those 
automotive and appliance dealers hit 
hardest by the war as well as the 
small newspapers and radio stations 
which have depended upon adver- 
tising revenue from these industries 
to remain “in the black.’’) 

The plan is definitely a program 
of “buy now for future delivery” 
rather than “save now for future 
purchases.” Here is how it would 
work: 

1. A “Postwar Delivery Corpora- 
tion,’”’ set up as a subsidiary of the 
Federal Reserve Board, would issue 
certificates in various denomina- 
tions, identified with established 
price classes of relatively high-priced 
consumers’ goods not available at 
the present. A $770 automobile 
certificate, costing $700, could be ap- 
plied to the purchase of a Ford, 
Chevrolet, Plymouth, or any new 
car manufactured in that price class. 
Or, if the purchaser doesn’t want 
the car offered for sale, his money 
would be refunded. 


On Instalment Terms 


2. Certificates would be sold only 
on instalment terms in order to en- 
courage payment from current in- 
come rather than savings. Payments 
would range from 12 monthly pay- 
ments for $100 certificates to 25 
monthly payments for $2,000 certifi- 
cates. 

3. Consumers would be offered 
two incentives for purchase: A 10% 
price discount achieved by giving 
the postwar delivery certificate a 
merchandise value greater than its 
purchase price, and a prior claim on 
goods offered for sale after the war, 
depending upon the month in which 
the consumer made his down pay- 
ment. 

4. Certificate sales would be 
made by established dealer organ- 
izations — by automobile agencies, 
by refrigerator and piano dealers 
and by heating equipment contrac- 
tors. These dealer organizations 
would be staffed with older men 
not readily absorbed by war indus- 
tries and by women. The dealers 
would be paid a sales commission 
deducted from the dealer commis- 
sions and manufacturer margins 
that would normally be paid after 
the war. 


Use Existing Agencies 


5. Recording of payments, issu- 
ance of instalment payment books, 
and collection of delinquent accounts 
would be handled by the existing 
sales finance agencies, such as Com- 
mercial Investment Trust and Uni- 
versal Credit Corporation. They 
would be paid a modest service 
charge. No bureaucracy would then 
be required to handle the financing. 

6. Instalment payments would 
be made, however, at such conveni- 
ent spots as telephone, telegraph, 
gas and electric companies, and the 
Post Office. 

7. The money collected through 
these channels by the finance com- 
panies would be turned over to the 
Federal Reserve banks, which would 
lend it to the Treasury. 

8. Paid-up certificates would 
grant priority over all other pur- 
chasers after the war. Men in the 
armed forces would receive lower 
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PRODUCT ADVERTISING GAINS 


NOVEMBER 1942 = 1941 
CLASS IF ICATIONS 


RETAIL 4.4% 
8.9 
42.4 
2.9 
-3.6 
9.5 
“1.3 
0.5 


GEwERAL 
AUTOMOTIVE 
FinancraL 

Torau DiseLay 
Cuassiriep 

TOTAL ADVERTISING 
Derarrment SToRCS 


GAIN AND LOSS PERCENTACES - 


LOSS 


52 CITIES 


nm 


-10 0 10 20 30 


JANUARY |! © NOVEMBER 30, 1942 = 1941 


RETAIL -2.8 7 
Gene RAL 0.3 
AUTOMOTIVE 54.4 
FINANcrAL -14.0 
Torat Diseray 5.3 
CLassificd 6.5 
ToTAL ADVERTISING -5.6 
DerartMenT SToKes -2.0 f 
-20 -10 i) 10 20 » 


Reversing a trend of recent months, general advertising in newspapers of 52 
selected cities wiped out losses to register an advance of 8.9% for November 


and .3% for the Jan. |-Nov. 30 period, 


as compared with 1941. Figures are by 


Media Records, Inc. 


priorities, higher discounts, and 
lower payments than civilians. 

9. Federal Reserve control over 
the calling up of each successive set 
of priorities would provide definite 
brakes on too rapid expansion of 
these industries after the war, and 
through limiting the number of pur- 
chasers to the number of cars or re- 
frigerators produced would auto- 
matically prevent the bidding up of 
prices. A definite curb on release of 
the pent-up demand for consumer 
durable goods would also prevent 
upsetting of the markets for other 
consumer goods, such as occurred 
after the last war. 


At $6,000,000,000 Clip 


Mr. Nugent estimates that certifi- 
cates could be sold at the rate of six 
billion dollars a year for several 
years, compared with the 10 to 12 
billion dollar sales of these goods 
during the last few years. Treasury 
revenue, according to his figures, 
would approximate 1% billion dol- 
lars during the first year, 4% billion 
the second, and 6 billion during the 
third. 

In answer to claims that the pub- 
lic will not buy “a pig in a poke,” 
Mr. Nugent points to the size of mail 
order purchases, to the various 
Christmas club and layaway plans, 
to Hitler’s Volkswagen, and the sale 
of cooperative housing during the 
20’s. 

“The consumer knows that Chev- 
rolet, Ford, Plymouth and other 
automobile manufacturers will 
make good low-priced cars, and that 
Frigidaire, General Electric, Kelvi- 
nator, Servel, Westinghouse and 
other manufacturers will make good 
refrigerators,” Mr. Nugent em- 
phasizes. “He also knows that he 
will need such articles in the postwar 
period. Under the plan proposed he 
would be free to choose among vari- 
our makes and models at the time 
of delivery, or to accept a lesser 
amount of cash if he is not satis- 
fied. 

“Technological advances induced 
by the war can be expected to 
change substantially the construction 
and design of most consumer dur- 
able goods. But the consumer knows 
that these developments should 
make postwar goods more desirable 
than prewar goods. 


Points Way for Copy 


“Under these circumstances the 
inability of manufacturers to de- 
scribe precisely their postwar prod- 
uct may be an asset rather than a 
handicap to promotional efforts. It 
presents both a challenge and an op- 
portunity to the advertising profes- 
sion. Colorful sketches indicating 
progress in the improvement of de- 
sign and performance could be used 


to attract the consumer’s interest and | 


to whet his appetite for the new 
goods. Color plastics, light metals, 
and functional design offer enor- 
mous potentialities for appeal to the 
eye.” 

Manufacturers would be expected 
to support the plan by national pro- 
notional advertising and by rebat- 
ing approximately 3% of the post- 
war delivery price to the dealers 
who make the original sales. 


They would gain in four different 
ways: 

1. Preservation of the present 
pattern of consumer expenditures, 
making it easier to regain business 
after the war. 

2. An assured market for specific 
price classes of consumer durable 
goods after the war, making the job 
of planning production easier. 

3. Preservation of the retail 
sales facilities that are essential for 
postwar distribution. (Britain, hit 
by a manpower crisis more severe 
than ours, still keeps its salesmen on 
the road.) 

4. Protection of substantial in- 
vestments in trade names and good 
will. 

One of the most important points, 
however, would be the substitution 
of free competition for a limited 
market as a means of keeping down 
prices for the present system of ceil- 
ing price regulation. 

If the plan proves successful for 
the first five groups of products sug- 
gested, it could later be expanded to 
include higher priced phonograph- 
radio combinations, television sets, 
pre-fabricated houses, washing ma- 
chines, sewing machines, vacuum 
cleaners . . . even trips to Europe 
and second-hand Army jeeps. 


Places Williams Copy 


On behalf of J. B. Williams of 
Canada, Montreal, J. Walter Thomp- 
son Company, Montreal, has re- 
leased radio spot announcements 
over leading Canadian stations for 
Glider brushless shaving cream. 
Daily and weekend newspapers and 
general magazines will be used for 
Williams Luxury shaving cream, 
with Aqua Velva copy to appear in 
general magazines only. 


Junior Adclub Elects 


The Chicago Junior Advertising 
Club has elected the following of- 
ficers for 1943: President, Ben 
Lochridge, Young America; vice- 
president, Herb Young, Wm. R. 
Stewart, Inc.; secretary - treasurer, 
Gordon Early, Dwight H. Early, Inc. 
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ADVERTISING AGE 


SWING FOR THE SWING-SHIFTERS 


All work makes Jack dull, and Todd Shipyards employes get a little relaxation 
with the help of Station WJZ's Dorothy Matthews during their midnight lunch 
hour. The swing session was one of 35 non-broadcast performances staged by 
WJZ entertainers for war production workers, service men, and at bond rallies. 


GLASS-JAR CRISCO IS PROMOTED 
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OOCTORS SAYs 


Lescoi Dusesriour’ | 


Although the illustration is small compared to the supper dish depicted alongside, 

the paper-wrapped jar which now carries Crisco is being shown for the first time 

in consumer copy. This is part of a combination page with another Procter & 

Gamble product, Duz, in The American Weekly. Advertising of Lever Bros.’ 
Spry in glass jars has already been launched. 


ATTACKS NEW 'SALVAGE' PROBLEM 
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Over at n dollars worth tplus mechanical and electrical items is bemg 
withheld fror 

Seaep. rubber ar Iwage hes played a big part in speeding ap war pr 
luction while dot f other surplus inventorics has lagged shameful 


CRITICALLY NEEDED are Such Electrical and Mechanical items, As — 


Electric Motor Switches Cord-Sets Gear Reducer Fan Parts 
Ekctrie Tort Rheostats Hearings Gas Engines Ventilators 
Mact Pull Couplings < pressor. Heating Equipt 
G t V Bett Powet Drills Pimps Heating Elements 
Paint Spra Gauaes Shufting Blowers Heat Cont 
c t m Meters Pr » Blocks Gans, All Types Sub Ass 
GRAINGER WILL BUY Your Surplus and Get It Into the Wer Effort 
" Wew ay higt & permitted by OPA for your surplus stock inventor ten 
~4 Tak , Nag t thie ~etunit turn frosen, dormant stocks int 
ie s nto 7 help reduce serious war shortages 


SEND US YOUR SURPLUS INVENTORY NOW 
nvite all firms te «end their surpt nventory het 
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W.W.URAINGER “<. (> 24 WAREHOUSES 


819 WEST CONGRESS STREET « CHICAGO 


COAST-10-COAST 


The production menace of surplus stocks of electrical and mechanical items in 
America’s warehouses—said to amount to a billion-dollar investment—is brought 
'o light in this two-color copy appearing in January issues of nine business papers. 
2rainger hopes to get the surplus stocks into the hands of war plants which need 
‘hem badly. Root-Mandabach Advertising Agency, Chicago, handles the account. 
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LATE CHRISTMAS 


TREASURY- CITED COPY CONTINUES 
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TOASTMASTER Zoasoe  TOASTMASTER acute 


McGraw Electric Co., Elgin, Ill., announced last week that, despite its conversion 
to war production, it will continue advertising during 1943. These '42 advertise- 
ments, which appeared in national magazines, won a recent Treasury Department 
citation for the method used in promoting war bond sales. McGraw's Toast- 


It's a little tardy for Christmas trees 
but so was the advertising department 
of R. G. LeTourneau, Inc., when it tried 
too late to find a real tree for its an- 
nual Yuletide party. The office hall tree 
was rigged up with cardboard branches 
— no critical materials — by Elizabeth 
Grether, advertising production manager, 
Joe Van de Loo, art director, and 
George C. McNutt, advertising manager. 


pure 


master Division has been — consumers to earmark war bonds for postwar 
ase of automatic toasters. 


OKAY BAKERY POSTER SERIES 


PAPER FOR FILES 


Diebold Safe & Lock Co. is now market- 
ing corrugated paper files like the above, 
manufactured for the company by Hinde 
& Dauch Paper Co. They're primarily 
for war use, but may have a postwar 
application as well. 


4 


One of the new full-color posters to be sent to bakers next month gets an 
enthusiastic okay from (left to right) John T. McCarthy, head of the WPB bakery 
division: B. C. Black, vice-president, Doughnut Corporation of America; and 
Ralph Ward, president, American Bakery Association. 


COMPETITIVE COPY MARKS WINTER ORANGE CAMPAIGNS 


THE HIGH-VITAMIN 
ORANGE JUICE! 
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WIN the war! 


(Story on Page 8.) 


BEST FOR JUICE - and Lory wee / 


Sunkist <<:---- 


CS LES i LET 


Woond healing desert fighting, high alts 
aad tude fying theme are just a few dramatic 
metances where acience ws using th Vita 


wat min “C” in citrus fruits to g s arnather ad - 
sar nets . vantage over the enemy’ See pictures atx : —y mw ane oe 


OWE ACHIN 
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With supplies still adequate in a wartime market which has seen other food products meet restrictions, the orange crops 

benefit from competitive copy currently being run in magazines and rotogravure sections of newspapers by the two great 

rivals—California Fruit Growers Exchange and Florida Citrus Commission. Both these samples of the battle of California's 
seedless navels vs. Florida's thin-skinned variety are in full color. 
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america’s 4th LARGEST 
s s . 
Makes Your Advertising Truly National F ORG Oo | 
Of the four largest “general” magazines, only Farm Journal 
addresses itself to rural Americans. The circulations of the 
other three bulk largely among urbanites. 
Doesn't this simplify your advertising problem? Do you: | 
want to influence the nation as a whole? Do you wish all a 
Americans to remember your brand name, continue to 
patronize your dealers, think favorably of your war effort, 
believe in the principles that wil! maintain your business 
“after the war’? 


Many of America’s largest businesses have answered, 4 ? 4 
“Yes, make my edvertiaing truly NATIONAL,” and have eee Even though it wasn t pictured or 


included Farm Journal as one of their primary magazines. 


considered in “Farm Journal’s” recent 


advertisement in the trade press .. . 


THEAMERICAN 
IS BIGGEST IN SIZE... 
BIGGEST IN CIRCULATION 


The gain in linage and revenue for The American Weekly in 1942, 


over 1941, is the largest of any of the major national publications... 


The circulation of The American Weekly is now 
at its peak — more than 7,750,000 copies per week. 
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